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EM WEEK 
REPORTS 


STRAIGHT FROM 
WASHINGTON 


ADMINISTRATION SUPPORT FOR THE DOUGLAS BILL 


calling for “full disclosure” of interest rates has 
been forthcoming (EM WEEK, July 17, p10). 
But its enactment, particularly this year, is 
extremely doubtful. Sen. Paul Douglas (D.-IIl.) 
and the 21 co-sponsors of the bill actually are 
aiming at passage next year, but plan to get 
hearings out of the way this summer. 

Dr. James Tobin, a member of Pres. Ken- 
nedy’s Council of Economic Advisors, spoke for 
the Administration at Senate Banking Subcom- 
mittee hearings. He said the bill would exert a 
counter-cyclical influence on the economy—in 
boom times, high interest rates will be more 
evident to borrowers; in recession, borrowers 
will be aware of more favorable terms. The man 
who would administer the program, Chairman 
William Martin of the Federal Reserve Board, 
said he agrees with the intent of the bill but 
would rather not be assigned the job. 

Opposition to the Douglas Bill is vocal and 
widespread. It is perhaps best expressed in the 
Senate by Sen. Wallace F. Bennett (D.-Utah), 
who says a statement of interest costs will 
frighten customers away. Bennett says harassed 
sales clerks would not have time to make the 
complex calculation of the “‘simple annual rate’”’ 


required by the bill. A parade of economists 
tore the bill apart in testimony before the 
subcommittee. a 


OUTPUT OF TV SETS AND RADIOS ZOOMED in June. It 


hit 125 on the Federal Reserve Board’s Index 
of Industrial Production (1957 is used as 100 
base). This was up sharply from the 109.8 in 
May. However, July production is expected to be 
down because of holidays and vacations. * 


STATIONS EXPECT A 4.5% REVENUE RISE in 1961 over 


their 1960 income. The National Associa- 
tion of Broadcasters also reports that radio sta- 
tions expect an average revenue increase of 2% 
this year. For 1960, TV operators reported a 
slight increase, while radio income was virtu- 
ally unchanged from 1959. bd 


EXEMPTIONS TO THE NEW $1 MINIMUM WAGE for the 


retail and services industries will come under 
discussion at a Washington hearing July 26. 
The new law permits such exemptions for (1) 
learners in the retail industry and (2) full-time 
students in retail or service firms if the job is 
not ordinarily filled by a full-time employee. 
Certificates of exemption must be obtained, how- 
ever. = 


SMALL FIRMS FORCED TO RELOCATE because of Fed- 


eral Highway or Urban Renewal programs are 
eligible for low-cost loans from the Small Busi- 
ness Administration. Through next June 30, the 
interest rate will be 3%%. * 


Symphonic’s Max Zimmer points out one of the four 
Hoffman-made sets in his line for the first time. 


AT THE MUSIC SHOW 


3 FM Stereo Roads 
Converge In Chicago 


Some manufacturers and key deal- 
ers saw FM stereo radio as the big 
consumer electronics sales-maker of 
the decade. Others were less opti- 
mistic. But no one could ignore it 
last week as the 60th annual Music 
Show and convention of the National 
Assn. of Music Merchants opened in 
Chicago’s Palmer House. 

Nor could show-shoppers escape 
the sound of FM stereo as they 
wandered from exhibit to exhibit. 
Chieago’s two FM stereo radio sta- 
tions stepped up their broadcasting 
schedules for the show and manufac- 
turers’ demonstration models blared 
out the music from all directions. 
Pilot, seeking the highest in hi-fi, 
brought its own stereo tapes and 
what amounted to a midget broad- 
easting transmitter to show off its 


wares. 


But one question kept reappearing. 
Which of the manufacturers’ differ- 
ent routes was the best? For the 
manufacturers were dividing into 
three groups: 

1—-At one pole was Zenith, which 
had announced its decision not to 
market adapters for converting AM- 
FM stereo combinations to receive 
the new multiplex radio broadcasts. 
Zenith said that attempting to con- 
vert equipment designed for pre- 
multiplex days was asking for trou- 
ble. But the company will offer com- 
plete FM stereo tuners for its older 
stereo phonographs. 

2—At the opposite pole were 
manufacturers who were jumping 
into the adapter business. (Many be- 
gan using the word “accessory” to 
describe their new converters.) The 
optional adapter route was being 
blazed by RCA, which came up with 
a $29.95 adapter at the show and 
this pointed barb from Raymond W. 
Saxon, vice president, marketing: 

“Rather than concentrate exclu- 
sively on FM stereo radio products 
that attempt to obsolete relatively 
new phonographs, we prefer to satis- 
fy our customers of the past as well 
as of the future. .. The performance 
can be the same whether vou use an 
adapter or build the system as an 
integral part of the tuner.” 

RCA’s announcement went on to 
say that its adapter will be an op- 


tional extra in its new RCA Victor 
stereo line. 

3—Finally, there were the ma- 
jority of manufacturers. They plan 
to take the plunge into adapters for 
some of their old and new stereo 
combinations, but also look forward 
to the day when they will be building 
FM stereo directly into their sets. 


WHAT DEALERS 
WERE SAYING 


Dealers EM WEEK interviewed at 
the Palmer House weren’t agreed on 
the future of FM stereo. Some came 
from parts of the country which are 
not yet served by FM broadcasters, 
and thought of FM stereo mostly as 
“blue skies” talk for the big metro- 
politan dealers. Others were geared 
up to promote FM stereo heavily 
when broadcasters in their area go 
on the air (six stations were broad- 
casting last week in five markets; 
others were ironing out technical 
bugs). 

But some dealers like Mort Farr, 
the much-quoted and _ respected 
NARDA leader from Upper Darby, 
Pa., had this to say: 

“This is ridiculous. For pleasing 
music—as entertainment—more im- 
provement could have been made in 
hi-fi. Hi-fi could have sustained the 
industry for many years, but they 
handed stereo to the public half 
baked. Every time the public thinks 
it is getting the ultimate, we tell ’em 
to wait for the next thing.” 

Farr said he was concerned about 
public confusion over the new FM 
stereo selling plans. He recalled that 
the industry was going great guns 
with hi-fi until the public became 
confused at the time stereo records 
and phonographs were introduced. 

Lou Del Padre of Del Padre Sup- 
ply, Springfield, Mass., said he was 
“extremely interested” in FM stereo. 
But he, too, worried about the dan- 
gers of “confusion,” adding that he 
hoped the industry wouldn’t get off 
on the wrong foot ‘‘as they did with 
stereo.” 

FM multiplexing will cause con- 
fusion, “‘unless there’s plenty of edu- 
cation at the dealer and dealer sales- 
man level,” Del Padre said. 

Sol Polk of Chicago had a one 
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Canada’s Dominion Electrohome 
add-on module console in walnut 





drew whistles for this Deilcraft ‘‘Perception’’ 
and white. List for a complete unit: $1,450. 


word description of FM _ stereo’s 
potential: “Great.’”’ He added that it 
will “give people something on the 
air that they could only get on a 
record before.” 

Another enthusiastic dealer was 
Joe Whelan of Gerhard’s, Glenside, 
Pa., who described an elaborate con- 
sumer education campaign he is 
planning. Whelan will have a 12-page 
supplement in the Philadelphia 
“Bulletin” on Sept. 10, tying in 
with advertising from FM _ stereo 
equipment manufacturers and radio 
stations. The section will explain 
what FM stereo is and present com- 
ments by musicians praising its 
fidelity. The supplement will be 
backed up by a working display in 
Philadelphia’s 30th Street railroad 
station. 

Whelan said that FM stereo will 
boost repeat sales. He plans to sell 
adapters to people who previously 
bought stereo radio-phonograph com- 
binations from him. 

George Wasserman of giant 
George’s Radio & TV, Inc., in Wash- 
ington, D.C., didn’t expect that the 
introduction of FM stereo equipment 
by the big manufacturers would do 
much to increase sales of stereo 
radio-phonograph combinations. Dis- 
cussing the drop-in adapters makers 
were touting at the Music Show, 
Wasserman said that a mass mer- 
chandiser such as he is doesn’t have 
time to sell adapters’ merits to cus- 
tomers. He left such selling up to 
the specialty shops. 

F. L. Bidinger of F. L. Bidinger 
Music Store, Kenosha, Wis., was 
pleased with FM stereo’s prospects. 
“FM multiplexing,” he told EM 
WEEK, “will have as much effect on 
the sale of radios as stereo had on 
the sale of phonographs.”’ 

John Cole of Liberal Stores, Jack- 
sonville, N.C., also said FM Stereo 
was good for the industry. “But our 
problem is that we don’t even have 


~~ ° 





Delmonico’s Brown Bricker holds battery-operated 8-inch TV, which can go for $250. 


Eight-incher at right is line-cord set, can go for $99 to $199 (story below). 


FM as yet,” he observed regretfully. 

A representative of R. H. Macy 
of New York said that the depart- 
ment store’s buyers met during the 
show to discuss FM stereo. The con- 
sensus: (1) FM stereo will have little 
effect on the market this fall. But as 
the product year goes on, and spring 
approaches, its importance in the 
brown goods business will increase. 
(2) The word “multiplexing,” an en- 
gineering term which describes send- 
ing two channels of music on a single 
radio carrier frequency, is too tech- 
nical for the public; some name like 
“FM stereo” should be used in con- 
sumer advertising. 


WHAT MANUFACTURERS 
HAVE TO OFFER 


Here’s what manufacturers were 
planning for the FM stereo race, 
they told EM WEEK in Chicago last 
week. This tabulation tells whether 
the manufacturer plans to market 
an adapter or “accessory” for pres- 
ent and future stereo combos; what 
the price of the unit will be; when 
it will be ready for delivery; and at 
what price in the combination line 
the adapter will drop in. 


Admiral—adapter; no price set; late 
August; $179.95. 


Bell Sound Division 
late August. 


-adapter ; $39.95; 
Capehart Corp.—‘‘accessory” ; $47.50; 
available now; $299.95. 

Emerson 


adapter; $29.95; August. 


Fisher Radio Corp.—adapter; $50; 
late August. 


General Electric Corp.—adapter, $39.- 
95; now; $175 table model. 


Continued on page 22 


Importers Were There, Too: 
They Feature TV, FM Stereo 


On the import scene at the Music 


Show, television—all shapes and 
sizes—and FM stereo got plenty of 
play. 


In television, importers were showing 
everything from 8-inch line cord 
portables (from Japan) to a projec- 
tion set which uses a screen 54 
inches wide (from Germany). And 
there was color TV, too. 
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Attention was focused on 8-inch port- 
ables shown by Delmonico Interna- 


tional (see picture above), Sony, 
Majestic International and Mat- 
sushita. 


Delmonico had a pair of 8-inchers 
a line cord set which will be de- 
livered shortly and a fully transis- 
torized battery-operated unit which 
carries no delivery date. The line 
cord set could be promoted anywhere 





from $99 to $119; $250 will probably 
be the list on the transistorized set. 

“We’re getting good response,” re- 
ported Herbert Kabat, Delmonico 
vice president. “Little stores are 
buying, too—12, 15 at a time.” 

Sony was pushing its fully transis- 
torized 13-pound portable and get- 
ting good results, Anthony Dillon, 
general sales manager, said. The set, 
which lists for $249.95 and uses a 
$29.95 rechargeable battery, sold in 
“four figures” after its recent New 
York introduction and will be avail- 
able in 30 to 60 days for national 
delivery, Dillon added. 

Majestic International was show- 
ing an 84-inch portable to check in- 
terest, according to Sam Jenkins, 
vice president. The set, which could 
list for $149.95, would work on alter- 
nating current or a $29.95 list re- 
chargeable battery. It has a dipole 
antenna and a battery meter. 

Matsushita also brought along its 
transistorized portable just for show, 
wasn’t quoting price or delivery time 
and was holding off on any basic 
commitments until necessary service 
stations are set up. 


Bigger sets—19-inch portables and 
color (both offered by Delmonico) 


Westinghouse’s J. J. 
stereo ‘‘accessory,”’ to plug into console. 





Eagan touts FM 





and high ticket 23-inch merchandise 
in fancy, polished cabinetry (pri- 
marily German )—were around, too. 

Delmonico has four 19-inch port- 
ables (the MTV-1-2-3 series and 
PTV 19) with hot prices and Under- 
writers Laboratory approval on the 
way. Leader model (MTV-1) in the 
19-inch series can be promoted for 
$99, comes without handle or ex- 
terior antenna, and must be bought 
as package with higher priced unit. 

In color, Delmonico was offering a 
three-way combination for Septem- 
ber delivery—Japanese-made chassis 
and RCA picture tube—with a $695 
list. 

Delmonico, which is aiming for 
1% of the U.S. television market 
this year (or roughly 50,000 sets), 
now feels it has a fine chance of hit- 
ting or topping that goal. 

A king-sized television set was 
shown by the Saba Electronic Corp. 
of West Germany. The unit, a 
German-made projection set—will 
retail anywhere from $1,000 to 
$1,200, according to early estimates. 
The projection unit is about the size 
of a small juke box or an old console 
radio and comes with tambour doors. 
It flashes the picture onto a specially 

Continued on page 22 


How Canadian Manufacturers 
Woo U.S. Dealers With $$$ 


After toe-dipping in the Ameri- 
can high-end market for three years, 
two Canadian electronic makers at 
the Music Show had the same re- 
action: ‘‘The water’s fine.” 

They are Clairtone Sound Corp., 
Ltd., Toronto, (stereo hi-fi and radio, 
but no TV), and Dominion Electro- 
home Industries, Ltd., Kitchener, 
(stereo hi-fi, radio and TV under the 
Deileraft label). Their angle: Offer 
fine merchandise and furniture-high 
margins to quality dealers who will 
hold prices for them. 


Approach is similar to pattern fol- 
lowed by such U.S. quality high- 
enders as Magnavox, Stromberg- 
Carlson, and Ravenswood. But the 
timing is different: American pio- 
neers of the controlled-dealership, 
high-margin route blazed their trails 
when the industry was young. The 
Canadians are trying it now, in the 
height of the price fighting era. 


What the Canadians are offering: 
e Dominion Electrohome, with 100 
accounts and plans for more, is 


quoting 40% margins on its Deil- 
craft line of fine furniture TV ($249 
to $499 straight TV, $895 in three- 
way combo), and console stereo 
($329.95 to $1,865). Also available: 
Portable phonos from $29.95 to 
$139.95 and a striking module ar- 
rangement for  buy-now-add-later 
consoles (see picture above). Presi- 
dent Carl Pollock says company 
would like to do $750,000 (factory 
billing) worth of U.S. business this 
year. 

e Clairtone, with over 150 dealers 
and an end-of-1961 target of 300, is 
quoting margins of 35% and up on 
a fine furniture line of stereo con- 
soles ($389 to $1,295) and a new-at- 
the-show Clairtone Braun line of 
West German transistor’ radios 
($49.95 for a seven-transistor, AM- 
short wave set to $119.95 for a nine- 
transistor, AM-FM-short wave set) 
and two table radio-stereo phono- 
graphs ($209.90 and $399.85 com- 
plete). Executive Vice President 
David Gilmour foresees the company 
will do U.S. sales of $20 million 
annually within the next five years. 


3 
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/ IN THE NEWS 


THE GOVERNMENT IS INTERESTED IN SPIFFS. Internal 


Revenue Service is closely scrutinizing payments 
of spiffs or push money to salesmen. The amounts 
are taxable income, of course, but IRS feels some 
salesmen aren’t reporting them. The federal 
authorities are learning about spiff payments 
from competitors—and are paying a percentage 
of the tax take to the tipsters. = 


FM STEREO BROADCASTING BOX SCORE: National 


Assn. of Broadeasters poll shows that 79 of 381 
answering FM stations plan to go on the air this 
year with FM stereo. They represent 133 cities 
and towns, NAB VP John F. Meagher told the 
EIA symposium in Chicago. Other results of the 
station canvass: Of the 381, 185 plan to broad- 
cast FM stereo, 140 do not, 32 are undecided; 
21 plan to start in the first half of 1962; seven 
plan to go on the air in the second half of 1962; 
16 plan to start sometime next year, and seven 
at some later time. * 


MANDATORY UHF FOR TV RECEIVERS came up again 


—unexpectedly—at the EIA symposium, held in 
conjunction with the Music Show. FCC Commis- 
sioner Rebert E. Lee dropped a plug for it into 
his FM stereo speech. He said the proposed law 
requiring all TV sets to be able to receive UHF 
would boost competitive broadcasting. Manufac- 
turers are against the bill. 

Observed Motorola Executive VP Edward R. 
Taylor wryly: “We got two speeches for the 
price of one.” * 


STROMBERG-CARLSON’S CONTEST to name the com- 


pany’s console stereo line (see p10) was won by 
Don Fowler of the Larson Music Co., Oklahoma 
City. 

The name: Presidential Series; prize: a 
French provincial console. Others suggested the 
same name, but Fowler entered the winner 
first. « 


INTEREST IN TAPE RECORDERS was blossoming at the 


Chicago Music Show, although the reel-to-reel 
vs. cartridge battle still was being quietly fought. 
Examples of growing interest: Westinghouse 
showed up with three reel-to-reel units priced 
from $169.95 to $349.95; Magnavox bowed a 
$179.95 unit, will have more, and Webcor showed 
up with its all-American made reel-to-reel model 
with a hot $99.50 list. Bell Sound, which is back- 
ing cartridge players along with RCA, is con- 
fident it has a “‘mass market item,” said Kenneth 
L. Bishop, president. * 


TRUER WORDS WERE NEVER SPOKEN DEPARTMENT: 


Beaming over Kuba’s “Comet” combination at 
Music Show (see picture, p13), Sefrey Products 
man Thilo Herda sighed, “It’s not for every- 
body.” * 





Dryer, Combo Prices Drop 


At low ebb in a rotten dryer sea- 
son, G-E unveiled two electric units 
in New York at the lowest prices of 
any of the top competitors: $99.95 
and $129.95. 

Both dryers (DA 110 V and DA 
120 V) are 110 volt (nonconvertible), 
12 amp plug-in models with a drying 
time of two hours. DA 120 V is a 
companion dryer for all model 600 
washers in G-E’s line. Its step-up 
features are a tub, porcelain top and 
a more elaborate backsplash. 

The two prices quoted are what the 
dryers will be advertised for in New 
York but they could go for more (or 
less) in other markets since G-E 
leaves pricing up to its individual 
branches. 


The idea behind them is not price em- 
phasized G-E spokesmen. The dryers 
were not introduced to drag laundry 
prices down. They were designed for 
use in older houses, apartment houses 
or rented houses where 110-volt cur- 
rent already exists. The buyer saves 
on installation and electricity bills. 

Even so, dealer reaction was that 
they’re going to be awfully niece to 
have around just to advertise. 


The sounds of retooling were not heard 
from other manufacturers, however. 
The most common attitude was “‘wait 
and see.” Many felt the units were 
just price leaders and not really what 
consumers wanted. But one spokes- 
man (it was all off the record) put 
his finger on it when he said, “Of 
course if they sell, we’ll all be eating 
crow.” 

Several calmly said, “We don’t 
think it will sell, but if it turns out 
that that’s what the consumers want, 
we'll make it and at that price.” 


As for competitive pricing all but one 
of the manufacturers contacted said 
that they would not put special or 
promotional allowances on existing 
dryer models to bring them down in- 
to G-E’s range. The average lowest 
going price they quoted for their own 
units was $139. 

G-E’s move is perhaps the most 
drastic in the gradual decrease of 
laundry prices over the past two 
years. Although all the noise has 
been about refrigerators, washer 
unit prices have been known to slide 
as much as $20 over a period of a 
year. 

The result is that the dollar value 
of home laundry is now equal to or 
greater than refrigerators. 

Unfortunately for everybody con- 
cerned (except the consumer), the 
high end stuff is just not moving. It 
seems to be because all the features 
which made consumers buy high- 
priced merchandise in the past have 
filtered down into the low end. And 
low means just that. 


EASY REPRICES COMBOS 


The news that Easy will put pro- 
motional allowances on its ‘‘H” model 
combos to bring them down below 
the magic number of $300 caught 
most manufacturers purposely tight- 
mouthed. No one would say much 
either on or off the record other than 
they “saw it coming.” 

The move is, of course, to clear 
Easy’s inventory, but what its im- 
plications are to a topsy-turvy combo 
market is anybody’s guess. Sales for 
the first six months of 1961 are off 
39.2%. Nobody’s making any money 
and this, obviously, won’t make 
things any easier. 





How EIA Explains FM Stereo 


By the end of this week, Elec- 
tronic Industries Assn. will begin 
mailing 100,000 copies of its new 
booklet explaining FM stereo to deal- 
ers and FM station owners. 

The booklet, paid for by 13 com- 
panies, illustrates unanimity rare in 
the industry and the manufacturers’ 
attempt to get FM stereo off on the 
right foot by outlining a uniform 
set of standards and objectives. 

The manufacturers have even de- 
cided on “FM stereo” as the official 
name for multiplexing. They will use 
“FM stereo” in all brochures, ad- 
vertising and line material. 

Other points made by manufac- 
turers at the EIA symposium on FM 
stereo during the Music Show in 
Chicago last week: 

e@ Dealers should get in touch with 
their local FM stations, suggests 
Robert E. Lee, Federal Communica- 
tions Commissioner. “The FM broad- 
caster in your area would be influ- 
enced by your interest,” Lee empha- 
sized. 

e Radio manufacturers are eager to 
cooperate with station owners. 

“Tf this is a chicken and egg deal,” 
thumped Edward R. Taylor, execu- 
tive vice president of Motorola, 
“there’s no doubt who came first. 
The manufacturers have the equip- 
ment and all the ones I know are 
anxious to market sets.” 

e FM stereo offers a big sales po- 
tential. “This ushers in an era of 
10 years of growth,” said L. M. 
Sandwick, vice president of Pilot 
Radio. 

@ Manufacturers are worried about 


“cheap and dirty” sets, particularly 
from importers, which could hurt 
FM stereo’s potential. “We’re wor- 
ried because of past history,” said 
O. R. Bridges, Arvin vice president. 


Here’s a sample from EIA booklet: 

“Multiplexing begins with the 
transmission of two channels on a 
single FM radio carrier wave at the 
same time. Two microphones are set 
up to pick up the sound, which is 
then fed by separate channels (lines 
or microwave relays) to the FM sta- 
tion transmitter. 

“At the transmitter, the left-hand 
and right-hand signals are developed 
and pre-emphasized separately. They 
are then fed into a “matrix” in which 
the sum (left plus right) and the 
difference (left minus right) are pro- 
duced. The left-plus-right portion is 
fed directly to the FM modulator, 
producing the whole signal. 

“The left-minus-right signal is fed 
into a different kind of modulator 
which produces ‘side-bands,’ gen- 
erated on both sides of the FM car- 
rier wave. This, in effect, produces 
two different signals on a single 
channel. 

“Received separately by the listen- 
er’s set, these two different signals 
from the left-hand and right-hand 
microphones are_ separated, put 
through a dual amplifier and fed into 
separate speakers for reconversion 
into sound. 

“The result is as close to actual 
sound as broadcasting can be—with 
all the depth and breadth separation 
possible.” 
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She came to buy just the 
oven. Then she saw it in a West- 
inghouse Display Kitchen. The 
dealer showed her how it could be 
made to custom fit with Heirloom 
maple finish wood cabinets—for 
extra storage space, as well as 
convenience, warmth, and beauty. 
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She loved the way the 
oven was designed to match the 
range platform. And how the cabi- 
nets make the portable dishwasher 
look built-in. Then, the dealer 
pointed out the Micarta® Counter 
Tops. They're easy to keep clean 
and also give long carefree service. 


Who could resist—espe- 
cially when the dealer said he'd 
finance everything through the 
Westinghouse Credit Corporation. 
Now she has a complete modern 
kitchen. And the dealer tripled his 
profit by turning anotherappliance 
prospect into a kitchen customer. 


Westinghouse 


Choose from 15 compact kitchens—in designs 
and sizes for any floor plan—all available from 
one source. Mail this coupon for full details: 

Westinghouse Electric Corp. 

Custom Kitchens Dept. 

246 East Fourth St. 

Mansfield, Ohio 


NAME 
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Lightweight Vac Vies 
For Heavyweight Crown 


There’s a fight brewing in the vac- 
uum cleaner market. The contenders 
are the older, heavy-footed standard 
vac versus the younger, fast-mov- 
ing lightweight model. The opening 
rounds probably will take place this 
fall, but the final decision won’t be 
known for another year or so. 

Odds on the smaller units dropped 
sharply this month as two manufac- 
turers, General Electric Co. and The 
Hoover Co., entered the field for the 
first time. 


Growing market. Housewares buyers 
told EM WEEK that the entries by the 
two makers, chiefly G-E with its 
heavy national advertising program, 
would help to st*'mulate even more 
the growing lightweight vac market. 

Estimates are that about 600,000 
units will be sold this year, and close 
to 750,000 in 1962. In 1960, 3,350,000 
standard vacs were shipped from fac- 
tories. In the opinion of several ma- 
jor vac producers, the standard mar- 
ket is not considered a growth field, 
due primarily to its high saturation 
level. : 


Buyers see deep inroads eventually 
being made by lightweights in the 
market now held by standard models. 


They point to three possible reasons: 

1. Canister, tank and_ upright 
standard models are too heavy and 
cumbersome for the average apart- 
ment or multi-level house. Light- 
weight vacs range in weight from 
634 pounds (Regina) to 934 pounds 
(G-E), while standard models run 
from 15-25 pounds on the average. 

2. Prices of lightweight vacs are 
lower than those of standard models. 
Promotional models can be bought 
for $29. 

3. Except for really heavy duty 
cleaning, most lightweights compare 
favorably in performance with stand- 
ards. 

Some retailers believe that smaller 
models might make good second vacs 
in the home, to be used for the most 
part in light cleaning. However, this 
view was rejected by most retailers 
as unrealistic. Said one major chain 
buyer: 

“It would be ideal if a woman 
bought a lightweight vac in addition 
to a standard model. But I don’t 
think she will.” 

Another buyer commented: “If it 
(lightweight vac) can do the same 
job as the regular vac it certainly 
will replace it.” 

Several buyers, who held this opin- 


ion, likened the situation to the com- 
pact car market. They pointed out 
that automobile manufacturers, at 
first, thought the smaller car would 
serve as a family’s second car. Sales, 
however, showed later that many 
consumers were trading in their 
larger cars for compact models. 
These buyers believe the same situa- 
tion will develop in the vac market. 
They also expressed the opinion that 
probably most manufacturers felt 
the same. 


Trends in floor care equipment field 
show many manufacturers are ex- 
panding their lines to include the 
broadest number of appliances. This 
is pointed up by the recent purchase 
of Lewyt, a standard vac producer, 
by the parent firm of Shetland, a 
floor polisher, wet-p‘ckup and light- 
weight vac manufacturer. 

Hoover’s and G-E’s entry into the 
lightweight vac field reflect the same 
trend. Both manufacturers have 
standard vac, floor polisher and wet- 
pickup models, too. 

The merchandising of floor care 
equipment as a package by both 
manufacturers and retailers indi- 
cates the growing importance of this 
field. 





Here’s What Dealers Need 


To Sell More Purifiers 


Air purifiers have had dealers all 
over the country excited for the past 
three years. They all figured that the 
air cleaners were naturals: Market 
saturation was low; air pollution was 
on everybody’s lips, giving purifiers 
a built-in health appeal; and they 
were priced to sell. 

Most dealers still get stirred up 
when they realize that a lot of poten- 
tial profit money is tied up in the 
future of air purifiers, and they shud- 
der when they realize that they’re 
not getting nearly as much out of 
those profits as they should. True, 
the air purifier industry has grown 
at a tremendous rate in the past three 
years but it hasn’t grown nearly as 
big or as fast as it could have grown. 

Last week, EM WEEK asked a group 
of dealers why they weren’t selling 
more air purifiers. Here are some of 
the things they said they would need 
before they could hope to get more 
volume: 


“‘We need more co-op ad money,”’ was 
their unanimous response. The feel- 
ing among dealers is that the buying 
public just doesn’t know enough 
about air purifiers to make them 
want to go into a store to look for 
them. “After all,” one mid-western 
buyer explained, “all the majority of 
consumers know is that air purifiers 
have been in trouble with the govern- 
ment for claiming in their ads that 
they would, in effect, cure everything 
from hay fever to ingrown toe nails. 
Good local advertising can fight that 
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kind of thinking,” he continued, “‘and 
create enough interest in the prod- 
uct to get customers moving into the 
stores. But,” he coneluded, “‘that kind 
of advertising costs money. Manu- 
facturers will need to give us more 
help in that area before we can really 
get the ball rolling.” 


Point-of-purchase display material that 
would help tell the purifier story is 
another thing that dealers would like 
to see increased. 

These dealers are quick to admit 
that they. themselves are not too 
sharp when it comes to explaining to 
a customer the differences between 
a purifier with three or four filters 
and one that has only two filters and 
an electrostatic precipitator. ““What 
do you tell them?” a Buffalo buyer 
asked. “This filter removes dust and 
smoke, while that one over there gets 
rid of pollen, smoke, dust, and bac- 
teria in the air. If I want to sell 
merchandise, I can’t spend all that 
time on one product,” he said. 

Dealers feel that good point-of- 
purchase displays should take care 
of these problems. They stress that 
such material should be aimed at 
telling the customer what he can 
reasonably expect from each machine 

not what he can expect from it 
under the best laboratory conditions. 
And they emphasized that the health 
aspect of air purifiers should be 
played down in displays as much as 
possible in favor of their more 
utilitarian functions. 


Dealers complain that it takes too 
much time to effectively demonstrate 
an air purifier. “It’s easy to show a 
customer what a fan or a mixer will 
do for them,” a Chicago dealer ex- 
plained, “because they know what to 
expect from these appliances. But it’s 
difficult to demonstrate how an air 
purifier can help them by cleaning 
the air.” 

So far, the most effective type of 
demonstration used to sell purifiers is 
one in which the salesman fills a con- 
tainer or the area immediately in 
front of an air: purifier with ciga- 
rette smoke and then allows the unit 
to rid the air of the smoke. “The 
problem with this kind of demon- 
stration,” said a New York depart- 
ment store buyer, “is that it eats up 
too much of a salesman’s time unless 
there are at least six or seven cus- 
tomers watching. Besides,” he said, 
“it doesn’t tell half the purifier story. 
Too often a customer gets the im- 
pression that all an air purifier will 
do is get rid of stale cigarette smoke.” 

One dealer came up with an idea 
to demonstrate air purifiers by using 
a display that would feature a used 
dirty filter next to a brand new one. 
Then— instead of taking the time to 
sell only smoke and odor removal 
the salesman could point to the two 
filters and say, “This is what an air 
purifier does for you. All the dirt you 
see in that used filter was in air that 
you might have been breathing.” 

It’s simple, fast, and certainly 
effective. 
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I’m A Little Tea Pot 


A stainless steel tea pot, Model 
No. 6406, has been added to 
Revere’s Designers’ Group line 
of cookware. The pot, which has 
a six-cup capacity, is equipped 
with a black Bakelite handle. The 
pot’s design blends well with con- 
temporary or traditional table 
settings. 

The manufacturer’s suggested 
list price is approximately $7.95. 

Revere Copper & Brass, Inc., 
Rome Manufacturing Co. Divi- 
ston, 211 Mill St., Rome, N.Y. 
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Portable Fan Dries 
Shirts In Minutes 


Designed to dry “drip dry” 
clothing, this Fast Dry fan 
weighs two pounds, two ounces 
and is finished in blue enamel. 

The suggested retail price is 
$12.95. 

J-Line Products Co., P.O. Box 
171, Dundee, Ill. 
































‘wha hh 





: 
i's f 


Two-In-One Appliance 


The Moonbeam is an elec- 
tric massager and_ hairbrush. 
Equipped with attachments and 
travel case, it retails for $12.95. 

Moonbeam Appliance Manu- 
facturing Corp., 2533 Atlantic 





Ave., Brooklyn, N.Y. 
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Electric Brisker 
Keeps Food 
Crispy 


Waterproof 
Serving Tray 
Made Of Walnut 


JULY 24, 1961 


This electric brisker keeps food dry and crisp 
through dehumidification without excessive heat. 
The unit measures 1834x11x11 inches and weighs 
six pounds. The body and door are chrome plated 
over copper- and nickel-plated steel. The box is 
UL approved and operates on ac or de current. 
A battery operated model also is available. 

Suggested retail price: $19.95 and $24.95 (bat- 
tery). 

Columbia Manufacturing Co., 2833 St. Charles 
Ave., Suite 6, New Orleans 15, La. 


This genuine wood serving tray measures 1214 
x19% inches. The tray’s frame and handles are 
of solid walnut and the base is stump walnut, 
book matched. The lacquer finish is waterproof. 
Suggested price: $4.95. 

National Products, Inc., 900 Baxter Ave., 
Louisville 4, Ky. 





See page 14 for more housewares new products. 
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TORO’S SIX-POINT SNOWHOUND PROMOTION is “de- 
signed to corner the market before the first snow 
flies” according to Toro marketing manager R. 
W. Gibson. The program includes a $10 pre- 
season saving to the consumer, ad allowances, 
an exclusive dealer stock order bonus, a January 
10, 1962 dating, full dealer profit margins, and 
display material. Toro has built the program 
around its new 17-inch self-propelled Snow- 
hound that normally lists at $199.90. To pro- 
mote early consumer and dealer buying, the 
price will be reduced by $10 between September 
1 and November 30. To qualify for the price 
reduction and the pre-season ad allowance of 
$7.50 that has been tacked on to each Snow- 
hound, dealers must place a minimum order for 
four units. Ad allowances for the pre-season 
drive must be expended by November 30. zs 


TOSHIBA’S AUTOMATIC COOKER has been granted an 
Underwriters’ Laboratories label. The cooker 
(ER 4) has a capacity of four cups of uncooked 
rice and a suggested retail price of $26.95 in 
the East and $23.95 in the eleven western 
states. » 


REVERE HAS DROPPED PRICES ON SIX ITEMS in its 
Patriot Ware Line for a limited time. The spe- 
cial promotional sales will last through Sept. 15, 
1961 on the following items: No. 4401%, 1%- 
quart saucepan, regularly $6.50, now $5.11; No. 
4402, two-quart saucepan, regularly $7.95, now 
$6.33; No. 4403, three-quart saucepan, regu- 
larly $8.95, now $6.99; No. 4518, eight-cup per- 
colator, regularly $12.95, now $10.33; No. 4424, 
four-quart saucepan, regularly $11.95, now 
$9.55; and No. 4450, 10-inch skillet, regularly 
$11.50, now $9.22. ® 


PACKAGING IS MAKING NEWS at Hamilton Beach and 
the Westinghouse Electric Corp. Westinghouse 
has a new plastic carrying pack for its electric 
sheets. The pack has its own handles and is small 
enough to be packed or carried in a brief case. 
Hamilton Beach has designed a new two-color 
display carton for its Volume Producer (VP) 
line of electric blankets. The blankets are 
wrapped in polyethelene. e 


A MEASURING CUP UTENSIL AND A SAUCEPAN make 
up the combination that is being offered as a 
special limited-time promotion by Revere Ware. 
The two items are No. 1562, a 1'2-quart copper- 
clad stainless steel saucepan, and a miniature 
utensil which is graduated for use as a measur- 
ing cup. The measuring eup can also be used 
as a butter melter, a baby food warmer, or a 
food server. Together, the units retail at $6.75. 
When the offer expires on Oct. 31, 1961, the sug- 
gested list price for the saucepan alone will be 
$6.75. e 





A MESSAGE TO AMERICAN 


LET’S KEEP 


INDUSTRY * ONE OF A SERIES 


Business Help For Our Colleges 
Going Full Speed Ahead 


“Should our company fold up its program of finan- 
cial help for higher education now that the Kennedy 
Administration plans to have the federal government 
provide this kind of help in a big way?” It is clear 
why, in the light of campaign promises and plans an- 
nounced since, this question is being raised in many 
business firms at this juncture. 

What seems far clearer, however, is the right an- 
swer to the question. It is a resounding NO! This is 
no time for the business community to ease up 
in what have been its notably successful efforts 
to help our colleges and universities get out of 
the deep financial hole in which they are oper- 
ating. On the contrary, this is the time to put 
more steam than ever behind the drive of busi- 
ness to increase its financial help for higher 
education. 


Massive Help Needed 


It is easy to understand why any individual busi- 
nessman or firm might have a rather despairing feel- 
ing about the prospect of competing with the federal 
government, with its almost all-embracing tax arm, 
in providing financial support for higher education or 
almost anything else for that matter. But this is not a 
case of competition. It is a case where our colleges 
and universities must have massive help all along the 
line if they are to be put squarely back on their feet 
financially—a goal of crucial and perhaps decisive 
national importance. The business community will 
continue to have both the opportunity and the 
obligation to keep on increasing its help for 
higher education as rapidly as possible. 

To underline this proposition take a look at 
the chart at the top of the next page. It shows 
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how far the salaries of college and university faculty 
members continue to lag behind those of other occu- 
pational groups in the U.S.A. There has been some 
relative improvement in the average of faculty salaries 
in recent years. And the salary improvement in some 
fields, such as those of science and mathematics, has 
been very pronounced. But the chart makes clear how 
badly the average salary of college and university 
faculty members still lags. 


No Federal Funds For Salaries 


The plans for increased financial aid for higher 
education, proposed by President Kennedy, do not 
contemplate increased expenditure for faculty salaries. 
This, we believe, is wise whether or not you feel, as 
many do, that resort to this kind of federal financing 
would inevitably carry with it federal controls that 
would ultimately undermine academic independence. 
The fight over federal appropriations for faculty 
salaries would be so long and bitter that it would be 
destructive to the aid program as a whole. 

However, what the federal government will not be 
doing to remedy the deplorable condition of faculty 
salaries, as reported by the chart, is one indication 
of the tremendous scope that remains for crucially 
important help for higher education from business. 
Manifold other indications are available. 


Disaster Escape Route 


One of these indications is provided by the careful 


calculation that the annual income of our colleges and 
universities must be increased by about $41 billion 
(from about $412 billion to about $9 billion) over the 
next eight years if the tremendous wave of students 
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Percent Change 
Real Income Before Taxes 


1940-1954 1954-1960 


Physicians + 80 + 13 
Industrial Workers 48 16 
Lawyers 19 34 
Faculty Members — 5 . 34 


eerste 


WHAT HAS HAPPENED TO COLLEGE FACULTY SALARIES 


Index (1940=100) 


1940-1960 
+ 103 


72 


120 








—, 100 
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Sources: U.S. Department of Commerce; U.S. Department of Labor; National Education Association: McGraw-Hill Dept. of Economics. 
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now gathering to descend on these institutions is not 
to wind up in both a financial and an educational 
disaster. This wave promises to add more than 2.5 
million, or 75%, to college enrollments by 1970. 

Thus far, the program for financial help for higher 
education by business, spearheaded by the Council 
for Financial Aid to Education, has been a remarkable 
success in all dimensions. The dollars contributed 
have increased rapidly—from about $100 million five 
years ago to about $150 million this year, Contribu- 
tions of $500 million a year by 1970 are a clear 
possibility. 

One of the inspiring developments increasing this 
possibility stems out of Cleveland, Ohio. There 
through their chief executives, an imposing group of 
business firms have established one per cent of their 
profits before taxes as their minimum goal for con- 
tributions to higher education, to be reached within 
three years. General acceptance of this goal by busi- 
ness would go most of the way toward getting our 
colleges and universities firmly on their feet finan- 
cially. 


Mutual Respect Increased 


The mutual esteem of the academic com- 
munity and the business community, an ele- 
ment of enormous importance to a free society, 
has been increased by the manner in which the 
program of financial aid has been carried out. 
In making its contribution, there has been no attempt 
whatsoever on the part of business to encroach upon 
the academic freedom of the institutions financially 
benefited. And the program of financial aid has greatly 
increased the knowledge, understanding and respect 
which the colleges and universities and business have 
for each other. 
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The Kennedy Administration’s program to enlarge 
federal financial support of higher education is cer- 
tain to arouse strenuous controversy. As proposed by 
its Task Force, it avoids some of the most contro- 
verial areas of principle. However, the very magnitude 
of the proposed extension of the federal government’s 
already vast program of financing higher education 
involves fighting issues. 

But if the enlargement of federal aid were 
to be deeply discouraging to the continued ex- 
pansion of private aid for higher education, it 
would be a national misfortune of major pro- 
portions. There is no good reason why it should 
be. On the contrary, there is compelling reason 
for the business community to continue giving 
higher education all the financial help it pos- 
sibly can, thus speeding onward a program that 
has been and continues to be a major construc- 
tive force for our colleges and universities, for 
business and for the nation. 





This message was prepared by my staff asso- 
ciates as part of our company-wide effort to re- 
port on major new developments in American 
business and industry. Permission is freely ex- 
tended to newspapers, groups or individuals to 
quote or reprint all or part of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY 
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/MARKET REPORTS 


SOUTHWEST . . . HOUSTON—An ex- 
ceptionally cool summer, so far, is 
plaguing appliance dealers on air con- 
ditioner and fan sales, but the usual 
damp weather during this season is 
helping them move washers and 
drvers. 

Refrigerators are moving very 
well, however, and other items are 
holding their own. 

Overall, conditions are mixed, with 
some dealers reporting sales slightly 
off, others saying they are holding 
steady, and still others reporting 
slight gains on the order of 3% above 
last year. 

The air conditioner situation is 
particularly bad, and price-cutting is 
under way. One large independent 
supply store reports a price drop of 
around 8% to 10%—“You have to, 
if you’re going to get rid of them by 
the end of summer.” Unless it heats 
up soon, there may be additional cuts. 

Generally, dealers report their June 
sales and their sales so far during 
July are off about 50% from last 
year at this time. 

“Normally, we have some 80 and 90 
deg. nights by this time,’”’ commented 
a Foley’s spokesman. “We haven’t 
had any of those this year yet. Peo- 
ple have to have some hot evenings 
and nights to start buying air condi- 
tioners and fans.” 

Joske’s, another department store, 
reports that its air conditioner sales 
are “about even” with last year, but 
notes that those sales are “not a big 
factor with us.”’ Joske’s eased off on 
its air conditioner business some 
time back, picking up the slack with 
increased volume in stereo units and 
other electrical merchandise. 

Sales of small appliances are run- 
ning as much as 10% higher than 
last year. 

Most dealers look for as good a 
vear, and perhaps a little better, on 
an overall basis than last year. 

One question bothering the dealers 
on stheir television sales is whether 
the networks will program more color 
next fall. They say they “have heard” 
additional color programming will be 
scheduled. 

A shortage of color programs, com- 
mented the manager of one depart- 
ment store TV sales, “‘is one of the 
biggest things hindering the sales of 
color sets.” 

Meanwhile, standard TV sets are 
moving as well, or better, than last 
year. 

“Everybody is predicting a good 
fall season (for television sales),” 
said one dealer. “If these predictions 
come true and we can hold our own 
through the summer, we'll be in for 
a good year.” 

Summing it up, if the Houston 
weather changes into its normal sum- 
mertime torrid garb soon enough and 
if the spotty conditions of the past 
few months—“where you have a good 
day and you think you are on your 
way, then you wonder the next day 
what happened’’—change, the dealers 
here expect good business for the re- 
mainder of the year. 


MIDWEST . CLEVELAND—Appli- 
ance sales, although they haven’t been 
keeping up with the thermometer 
this July, continue on the road to re- 
covery with a couple of fair-sized 
gains registered in the spring and at 
the beginning of summer. 

Dealers aren’t complaining. “A lit- 
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tle of everything,” is how John Sed- 
lak of Sedlak’s describes sales so far 
this month. At Norwood Appliance 
the pickup generally has been in the 
air conditioning and refrigeration 
lines, and laundry specialists at 
Root’s here report washer-dryer sales 
have improved recently. 

Dealers around town are holding 
their inventories down tight, feel 
they are in good shape now and are 
keeping a close watch on them. One 
suburban dealer explained that the 
profit picture is brightening, figures 
that even with a somewhat reduced 
sales volume the record at the end of 
the year will be better than last year. 
And optimistically, most dealers are 
banking on a fourth quarter spurt 
that will put them over last year. 
“Things have been getting better 
slowly since the first of the vear.” a 
downtown dealer points out, “There’s 
no reason to doubt the employment 
picture around Cleveland will im- 
prove this fall, and when it does. 
sales will improve, too.” 


DETROIT—A Frigidaire promotion 
campaign has boosted sales for sev- 
eral dealers, while others find this a 
comparable season to last year... 
still in the doldrums. 

Ten days ago, Frigidaire launched 
a $140,000 “Best buy—buy now” 
sales campaign in Detroit, and the 
nearby area. This definitely increased 
some business and generally created 
traffic. 

In response to the new promotion, 
Johnny Duncan, manager of Inter- 
national Radio, stated: “Our news- 
paper ads have aroused a lot of inter- 
est, and nearly rung our phones off 
the hook. I’m not as yet sure about a 
sales increase, but Frigidaire’s over- 
all price reduction has certainly stim- 
ulated public appeal.” 

Sam Hartman, of Hartman’s Ap- 
pliance, went one step further and 
attributed a 15% to 20% increase in 
sales to the same campaign. “More 
manufacturers will have to show 
initiative toward an honest approach 
to advertising before customers will 
let loose the dollars. However, this 
approach is stirring up the money 
pot. I am pleased with their effective 
program.” 

Stereos and TVs, dealers complain, 
are not moving because they are re- 
luctant to invest in the varied models 
needed to interest customers. ‘“Ad- 
mittedly, people aren’t interested in 
purchasing TV until fall, yet they’d 
like to look now. We simply haven’t 
the space to display all the models. 
They may be unhappy, but we must 
currently utilize our space for white 
goods.” Incidentally, refrigerators 
and air conditioning are Detroit’s 
best sellers, with freezers trailing the 
field. 

The mid-May/mid-June period 
showed a 3% decline in department 
store sales over the same period in 
1960, which was anything but good. 
Mother’s Day, normally a good ap- 
pliance booster, did not produce the 
expected business, ultimately result- 
ing in the decrease. 

The first six months of this year 
saw some nine independents move 
into the black here. For others, still 
doing their accounting in red ink, 
hopes are pinned on labor negotia- 
tions that are nearing settlement. 
Stabilized income is looked on as the 
key to sales in Detroit. 





__ A NEW LOOK 


IN SPEAKER SYSTEMS 
FROM LORD’S ELECTRONICS 


The 514-inch speakers are mounted in 

floor-to-ceiling pole room dividers (pic- 

ture at left), can be installed in less than 

a minute. The speakers are mounted in 

brass or pewter bullets, can be mixed 
| with lamps. Prices start at $129.95. 





New, contemporary-styled Stromberg-Carlson stereo console comes in at $595. 


From General Dynamics 


—A Third 


General Dynamics/Electfonics 
wrapped up the longest Stromberg- 
Carlson line in company history by 
introducing a_ five-console series 
priced from $595 to $695 at the Chi- 
cago Music Show last week. 


The company now offers: 

e “Young America” series priced 
from $199.95 to about $495. 

e The new, still unnamed middle 
series from $595 to $695. 

e The “Integrity” series from $385 
to $1,100. Stromberg-Carlson has ex- 
hausted its inventory on “Integrity” 
models below $500 and units in the 


Stereo Line 


series from $385 to $500 will be hard 
to find. 

The new line, which is supposed to 
bridge the price gap between the 
Young America and Integrity series, 
is made up in five styles and four 
finishes. 

The hardwood veneer cabinets are 
all 6134 inches wide. 

All controls in the new series are 
top mounted. Two matching speaker 
systems of five speakers each, includ- 
ing 15-inch woofers, fire through the 
cabinet’s floor. 

' The consoles come equipped with 
provision for FM stereo. 








PEOPLE 
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IN THEINEWS 


Snyder Manufacturing Co.—Lester Ja- 
covitz was appointed sales manager 
of the new housewares division of the 
company. He formerly was national 
sales manager of Household Manu- 
facturing Co., Los Angeles. 


Admiral Corp.—Edward L. Brichetto 
was appointed a regional sales man- 
ager, covering the Dallas, Amarillo, 
San Antonio and Houston, Tex., ter- 
ritory. He was Southwest representa- 
tive for John Oster Manufacturing 
Co. 


Canadian Admiral Corp. Ltd.—Don L. 
Blackman was appointed to the newly 
created position of sales promotion 
and marketing manager. D. G. Chris- 
tian replaced Blackman as manager 
of the Vancouver sales branch and 


G. J. Manolescu succeeded Christian 
as manager of the Calgary branch. 


George D. Roper Sales Corp.—Ralph 
D. Scoppa was named sales promo- 
tional manager. He had headed York 
Air Conditioner Corporation’s Cin- 
cinnati branch. 


Monarch International—Edward G 
Oros was named sales manager of its 
consumer products division. He had 
been general sales manager of East- 
ern Associates, Ltd., of San Fran- 
cisco. 


Landers, Frary & Clark—Harry Silver- 
man has resigned from his post of 
president to devote full time to his 
duties as president of Plume & Att- 
wood Manufacturing Co. Matthew B. 
Rosenhaus, president and chairman 
of the board of directors of The J. B. 
Williams Co., which recently ac- 
quired Landers, Frary & Clark, has 
been elected president and chairman 
of the board for LF&C. 
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YOUR personal BUSINESS 


until 65. If retired, you will be able to earn more without losing 
benefits; a widow will get 82.5% of regular benefits (up from 75%) ; 
minimum checks go up to $40 a month from $33. 


You can also reinstate your veteran's term insurance if it has lapsed 
during the last five years. But you must make all back payments and 
pass a new physical. Inquire at your local Veterans' Administration 
office for specific details. 


AA A 


The profit made on the sale of your house is not taxable if you build 
and use your new house within one year before or 18 months after 
you sell your old home. However, you must build the new house your- 
self or contract for its construction on your own land and at your 
own risk. Therefore, you don't avoid the tax if: (1) you buy a par- 
tially constructed house and then finish it—or if you reconstruct 
a house. (2) You contract for a house which a builder has started and 
which he finishes after you sign the contract. In these circum- 
stances, you cannot defer tax unless you occupy the house within a 
year from the sale of your old house. 








If you borrow money from your own corporation, the money that you 
save on interest is not considered taxable income. A recent Tax Court 
case illustrates why: 

Two owners of a corporation borrowed over $2 million from their 
business and, to keep the books straight, gave the corporation their 
non-interest bearing notes for the amount. The Treasury claimed the 
owners had taxable income for the interest they did not have to pay 
to the corporation-—some $163,500. 

Now, it's true that stockholders can be taxed for the use value 
of houses or apartments owned by their corporation and occupied by 
the stockholders rent-free. But loans without interest are not the 
same. If the two owners had paid interest, the payments would have 
been deductible. In the rent case, however, stockholder's payment 
of rent would not be deductible, since rent is a personal expense. 
So the Tax Court overruled the Treasury and the owners did not have 
to pay the tax. 








AAA 


Postal rates were changed on July 1. And on Aug. 1, c.o.d. charges 
will go up 10 cents on most items. Here are some of the most important 
changes already in effect: 

@ Special Delivery. Increased 10 cents on everything except first- 
class mail. 

@ Money orders. Up 5 cents on many domestic orders, up 10 cents on 
foreign. 

e Foreign rates. On ordinary surface letters, up from 8 to 1l cents 
for the first ounce. On post cards, up from 5 to 7 cents. Exceptions: 
letters and cards to Canada and Mexico stay the same. On airmail, 
many increases of varying amounts but no change for Western Europe, 
Asia, Canada and Mexico. 

e Air parcel post going abroad. Up on light parcels to most countries, 
down generally on heavier parcels. Changes vary from country to coun- 
try. 

e Registered mail to Canada can now be insured for $100 instead of 
$25. Weight limitation on parcels up from 15 to 25 pounds. 


AA A 


Sugar and sweets apparently have no effect on acne or outbreaks of 
pimples, two Chicago dermatologists reported. They allowed half of 
52 patients being treated for acne to eat as many sweets as they 
wanted, but sharply restricted the other half. At the end of a speci- 
fied period, they could find no difference between the groups. 
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“The guy at Graybar says ‘kick it’.” 


A DEALER SALESMAN SAYS 


}, Manager's Lot 
~pie(| Is Not A 
‘A %-) Happy One 


‘ 
t 


I am out in the lobby grabbing a breath of 
oxygen when a familiar face approaches. It is the 
gnarled visage of my old friend Willie who used 
to be a salesman in a store on this street until he 
connects with one of the biggest chains as assist- 
ant manager, after which some years later he 
eventually makes manager. 

“How is things going with you, Will, old pal?,” 
I chirp cheerfully. 

“So-so,” he replies. 

“Who are you kidding?” I rejoin. “After all, 
you’re a manager—you must be making a bundle 
what with our override and all.” 

“That remark only goes to prove you are as 
ignorant as you look,” Willie says indignantly, 
“you got a lot to learn about the woes of a man- 
ager in a big outfit. 


“In the first place,” he begins, “‘it is all the carrot 
and club policy they use on us supervisors—we are 
incentived to death. This is where the override 
comes in. It is not so fabulous as you guys think. 
They give me a quota to hit for the store—$30,- 
000 gross a month. If I hit this figure, I get 1/6th 
of 1% override. Then for every extra $5,000 vol- 
ume the override goes up to 1/4th of 1%. Believe 
me, on this no manager will get rich. The office 
brags that they know right now how much dough 
each manager will take home in 1965.” 

“How can they predict this?” 

“It is very simple,” he says. “They just up the 
sales quota a little out of reach if we are making 
too much money and then you cannot make a 
good buck even if you break your neck.” 

“Tt all sounds very nerve wracking,” I agree. 

“You have not heard nothing yet,” Willie 
rushes on. “Besides this override, there is an- 
other incentive gimmick. This is a bonus. It is 
based on how we maintain the profit structure. 
In other words, the store must show at least a 
20% profit on all sales. There is only one thing 
wrong with this. The 20% is figured from selling 
price down instead of cost up, the way everybody 
sells in this jungle. And if you are only 3/100th 
of a percent off the 20, you lose your bonus.” 

“Enough, Willie,” I cry, “you have convinced 
me that a manager leads a slide rule existence.” 

“Wait till I tell you about the P. M. my outfit 
had,” he rambles on. “This P. M. was based on 
weekly volume and it is geared so the manager 
makes a very modest sum. But this time the big 
brass outsmart themselves. Someone forgets to 
tip them off when the Korean War buying spree 
starts. That first week the volume goes so high 
it resembles AT&T in April, 1929. Every manager 
hits the jackpot big on this P. M. From then on, 
the weekly volume figure is set so high you could 
be the only guy selling appliances in this whole 
town and still not come close.” 

““Maybe you'd be better off fired.” 


“These guys do not fire you,” Willie sighs, ‘‘they 
give you a transfer. Suppose they want to get rid 
of you. So if you live downtown, they transfer 
you to the suburbs, which gives you a round trip 
of maybe 70 miles to work each day. And if you 
already live in the suburbs, they switch you to an- 
other suburb—on the opposite side of the county. 
How long can you take this kind of traveling? 
You quit.” 

“You must be happy you don’t have the man- 
ager’s headaches now, Willie,” I say. 

“Are you crazy, fella?” he snaps. “I can hardly 
wait till we open again. There is only one job 
tougher than being a manager—and that is being 
a salesman.” 


ABOUT THE AUTHOR—For reasons which will 
become obvious as you read this column, the 
author does not wish to be identified. He is, how- 
ever, exactly what he claims to be—a hardwork- 
ing retail salesman who has problems (and solu- 
tions) which he shares here with you. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


THIS IS 
THE MOST 


IMPRESSIVE 


It's the voice of RCA WHIRLPOOL home appliance 
owners who are interviewed during continuous sur- 
veys by Whirlpool Customer Assurance people. It may 
be pleasant, complimentary or critical. But, regard- 
less of tone or inflection, this voice is considered 
the most impressive in all our plants; impressive be- 
WAlse it is a governing factor in the styling, engi- 
neering and manufacturing of our products; impres- 
sive because it inspires every effort to assure top- 
quality performance and customer satisfaction. By 
talking to users of RCA WHIRLPOOL home appliances 
... by heeding their frank criticisms and suggestions 
... We are able to anticipate future demands and 
make the advancements that do so much to ac- 
celerate your sales. Another reason why we say, 
“Your greatest asset is our quality performance!’ 


<a 


 wehinlsoot 


CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 





Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers ¢ Vacuum Cleaners. 


Wee of trademarks 4 ond RCA authorized by trademark owner Roadie Corporation of America 
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Kuba’s way-out console ($2,400) gets the once-over from Sefrey’s Thilo Herda, left, 
and dealer John Lutz at Chicago’s Music Show. See p3 for more on imports. 


Just Off The Boat... 


lM 
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German and Japanese offerings ran the gamut from Saba’s huge projection TV set, 
left, to Matsushita’s tiny transistorized tape recorder, right. Saba is aiming the 54- 
inch-screen set at hospitals and schools. Price: $1,000 to $1,200. Matsushita is 
“investigating’’ the U.S. tape recorder market with the $129.95 model, complete. 


The New Japanese Quota: 


Disturbed by drooping prices on 
their radios, Japanese government 
officials are seeking stability with a 
new quota arrangement for the sec- 
ond half. 


Here’s the way it works: The initial 
allotment for the second half of 1961 
has been reduced anywhere from 
383% to 50% compared to last year’s 
second half totals of roughly 2.6 mil- 
lion units, importers told EM WEEK. 

But Japan has left room to ma- 
neuver with a new category system. 
Just as many radios may enter the 
United States this year as in 1960. 
The quota categories: 


Class C: Radios must be shipped as 
quota units and will be basically six- 
transistor models. 


Class B: These radios will come in 
after the initial quota has been ex- 
hausted, but only if the Japanese 
government is satisfied with the way 
importers have handled their initial 
allotment. 
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Class A: These radios are quota free 
because they meet specific, superior 
engineering standards. Most six- 
transistor units, for example, will not 
qualify as Class A radios because 
their ferrite antennas are too short. 
But a built-in pre-RF stage could 
give a radio Class A rating. 

Radios with certain special fea- 
tures are also exempt from the quota, 
clearing the way for emphasis on FM, 
three-band units and clock models. 


What the new quotas mean: “This is a 
total effort by the Japanese to up- 
grade, maintain position, and avoid 
criticism here,’ explained Samuel 
Frankel, president of American Ra- 
dio Importers Assn. and vice presi- 
dent of Continental Merchandise. 
“The Japanese are doing this very 
cautiously.” 

“The Japanese are trying to en- 
courage promotion through regular 
channels and to upgrade,” explained 
Morris Feldman, formerly a_ vice 
president for Shriro and now presi- 
dent of New York Transistor Corp. 


EM WEEK 
REPORTS ON 


APPLIANCE-TV 


FM STEREO TABLE RADIOS ARE DEVELOPING, shoppers 
at the Music Show learned. Arvin Industries, 
said VP Thomas Wall, has a whole program 
mapped out: Three-piece unit (radio, extended 
speaker, adapter) will be ready in September; 
two-piece package is set for January; single 
piece unit with extended speaker will come out 
in March. . . Delmonico International had three 
table models (one Japanese, two German)... 
Majestic International had two German sets 
ready. . . Fisher showed up with “book shelf’ 
unit, $299.50 list. .. G-E already has shown its 
$175 list unit. .. Granco has a complete line of 
table FM stereo, ranging from a two-piece com- 
bination at $55 to a $99 single piece unit with 
two slave speakers. = 


REVERB SHOWED UP IN PORTABLE PHONOS at Music 
Show, although the industry is retreating from 
its use in consoles. Motorola, only console manu- 
facturer really keen about reverberation, showed 
a reverb portable at $249.95. (In console line, 
reverb starts at $279.95.) Waters Conley Co. 
Phonola line has two reverb portables at $129.95 
and $179.95. Why? Phonola’s Howard Kovin 
explained: ‘‘Last year the cheapest price you 
could get reverb for was $400. So reverb was 
never offered to the mass public.” Results: Pho- 
nola is running 250% ahead of 1961 for second 
quarter, attributes part of success to reverbera- 
tion. * 


SOME FIGURES TO THINK ABOUT: Stereo-TV-theatres 
accounted for 27% of the industry stereo sales 
above $400 at retail in 1959; 42% in 1960. One 
expert’s prediction for 1962: As high as 50%, 
a take-over of the high end. 2 


WESTINGHOUSE WILL BOOST WARRANTIES to 90 days 
of free labor across the entire TV, stereo, phono 
and radio line as part of program emphasizing 
reliability of product. Previously this warranty 
applied only to radios, phonos and portable 
TVs. * 


OFT-RUMORED, FREQUENTLY REPORTED: Sylvania 
really is getting into color TV, with single unit 
in $800 price range. It will have doors, be ready 
for September delivery, according to Peter J. 
Grant, President of Sylvania Home Electronics 
Sales Corp. * 


STEELMAN WAS BACK AT MUSIC SHOW, sporting a full 
line of portable phonos priced from $19.95 to 
$109.95 for multi-channel amplifier (with about 
40% margin). New Steelman Electronic Corp., 
formed June 15, will be in production Aug. 1, 
said President Morris J. Steelman. An old, 
familiar name in the business, Steelman will 
stick to portable phonos, hopes to add a $149.95 
list unit later. He emphasizes moving fast to 
catch the trends: “We turn the corner in the 
middle of the block.” * 









For Other New Products See p2, p17, p18, p20 





New Red Pepper Line 





That’s the color Prizer-Ware is betting on this 
fall. 

Prices in the new shade are the same as the 
company’s other porcelain cast iron lines. 
Prizer-Ware, Box 1382, Reading, Pr 













The broil and serve platter (above, left), the 
lightweight roaster (above, right), and the double 
broiler (right) are all made from Corning’s heat- 
proof Pyroceram. The platter will retail at $6.95 
and can go right from the broiler to the table 
where it doubles as a serving dish. The white, 
three-quart roaster is available with or without 
its chrome cradle which adds $2.95 to its $7.95 
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From Corning: New Platter, Roaster, Double Broiler 


Split-Level Cookery 


This steamer comes in two models: 491-S-3, 
three-quart inset on three-quart base at $9.95; 
491-S-4, four-quart inset, four-quart base, $12.95. 

American Skultuna, Inc., 169 Broadway, New 
York 38, N.Y. 


Rubbermaid Enters The Bathroom 


Rubbermaid’s new bathtub vanity (left) and 
its toilet bowl brush set (right) mark the com- 
pany’s entry into the bathroom accessory field. 
The vanity is made of a rigid material and is 
designed to fit on the front or back of standard 
sized bathtubs. It holds lotions, creams, bath 
sponge, bubble bath and shampoo. It’s available 
in white, yellow, light green, pink, turquoise, 
sandalwood and lilac at a suggested list of $3.98. 
The company’s new toilet bowl brush set was 
introduced two weeks ago and consists of a rub- 
ber-bristled brush in white, and a caddy with 
automatic opening or closing action in a variety 
of colors, including Rubbermaid’s new lilac. The 
set is available immediately and carries a sug- 
gested list price of $3.98. 
Rubbermaid, Inc., Wooster, Ohio. 


suggested list price. A 214-quart saucepan and a 
2-quart insert make up the $11.95 double broiler. 
Both units can be used separately as a saucepan 
or casserole dish. 

All three products will be available at retail 
about October 1 and all are guaranteed forever 
against thermal breakage. 

Corning Glass Works, Corning, N.Y. 





Hay Fever Relief 


The fonitron 5000 is Philco’s new portable 
negative ion generator being marketed for sale 
in drug stores (EM WEEK, Feb. 20, p7). The unit 
measures 734x12%6x7. Price: $100. 

Philco, Philadelphia 34, Pa. 





Basket Is Light And Cool 


This market basket, which weighs 12 ounces, 
will keep frozen food intact up to 10 hours. Sug- 
gested retail price: $2.95. 

Life-Like Products, Inc., 1620 Union Ave., Bal- 
timore 11. 
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em weex's | V Box Score 
Of 1962 Lines 


As the season for the introduction of new 
television lines comes to a close, here’s how 
the top contenders stand. This is the last in- 
stallment of TV Boxscore for this go-around. 
Any further additions to the race will, of 
course, be announced as news. 


WESTINGHOUSE: Seven 19-inch 
portables, six 19-inch compact 
Trendsetters, eight 23-inch table 
models, and 17 23-inch consoles 
make up Westinghouse’s new 
line. Starting list on portables 
(there are three open list lead- 
ers) is $189.95. Trendsetters 
kick off with a $219.95 list, as do 
the 23-inch table models. High 
end for the Trendsetters is 
$279.95 and for the _ tables, 
$239.95. Starting list on consoles 
is $249.95. Featured are “instant 
on” (no warm-up), and “mobil 
sound” (AM radio hookup). 





ADMIRAL: Prices on the new 23- 
inch black-and-white TV _ line 
start with table models at 
$189.95 ($10 drop from last 
year). Consoles begin $20 lower 
at $229.95. The 23-inch TV- 
stereo-AM-FM combos begin at 
$399.95. Color price range: $595 
to $845. Major features: Cir- 
cuitry and cabinetry. Admiral is 
offering 23,000-volt chassis, pic- 
ture guard circuit with triple 
triode compactron, automatic 
contrast restoration, high gain, 
and 3-stage IF amplifier giving 
fringe stability, noise reduction. 


EMERSON-DU MONT: Emerson 
kicks off its all transformer- 
powered line with a 19-inch 
portable that lists at $178. The 
23-inch tables begin at $98; con- 
soles at $258. The single color 
set in the line lists at $750. Re- 
mote control is a $55 to $60 
add-on. The high-end Du Mont 
line has a new chassis (R-800), 
a portable, and automatic bright- 
ness control. The 19-inch portable 
starts at $189.95; three combos 
at $750 and $795 and a $795 
color set. All units available with 
remote control. 


GENERAL ELECTRIC: There are 
18 basic models, including color 
receivers, in the new line. Esti- 
mated prices: 19-inch portables 
start at $159.95; 23-inch tables 
at $199; consoles at $239. G-E’s 
home entertainment center, 23- 
inch screen, 100 watts of music 
power, comes in at $629. Eight- 
set color TV line starts with 
consolette at $595, steps to $695 
and $775. Features: Illuminated 
channel indicators further down 
the line, more dual speakers. All 
color sets are in wood solids, 
have color balance stabilizer. 





MOTOROLA: A _ dozen 19-inch 
models kick off the new line. A 
compact table model begins at 
$169.95. Only tube-type portable 
in the lineup comes in at $199.95. 
New 23-inch merchandise starts 
with a table model at $199.95; 
first console starts at $229.95. 
Four combos offered, with low- 
end model at $499.95. Among the 
selling points: Increased accent 
on wood, dual speakers in most 
consoles, “picture optimizer con- 
trol” for shading, and “furni- 
ture frame top” for style variety 
on 23-inch consolette. 


OLYMPIC: Twenty-two basic 
B&W models, with 11 new com- 
bos and six carry-overs from 
last year’s line. Three 19-inch 
portables with open lists kick off 
the line. Six table models are 
offered, two 19s and four 23s. 
List on 19s starts at $189.95 and 
23s at $199.95. Combos start 
with a price leader at $329.95. 
Remote tuning offered in 19s is 
a $40 add-on, and in 23s for $30. 
Seven combos have _ six-switch 
sound control. Olympic is going 
along with the trend to horizon- 
tal styling in consoles. 


PHILCO: Thirteen basic models 
in three series and a three-model 
color TV line head the new line- 
up. Short-profit, limited offer, 
17-inch portable could sell for as 
little as $128.88. In 23-inch sets, 
“Super 90” series starts at 
$199.95 for table model. ‘“De- 
luxe” series with 110-degree 
bonded tubes at $269.95 and 
“Custom” series at $299.95. Phil- 
co offers two 23-inch stereo 
theaters at $495 and $575. Color 
table model starts at $595. Fea- 
tures include ‘‘beam booster cir- 
cuit” for brightening picture. 








PACKARD-BELL: On 13 of the 15 
new models, remote tuning can 
be bought with the set or in- 
stalled later. The three 19-inch 
portables in the “Astronaut” 
series list from $159.77 to 
$249.77. The two top models in- 
clude a monopole antenna and a 
“sleep switch” with three-hour 
timer. The convertible models 
ean have a two-button or a four- 
button wireless (sonic) remote 
control. Two-button goes for $50; 
four-button, $80. Color line for 
1962—-P-B makes its own chas- 
sis—will be shown in September. 





RCA: Thirty-one models in the 
new black-and-white line: List 
prices for single 17-inch port- 
able, $149.95; 19-inch portables 
start at $169.95; 23-inch tables 
begin at $199.95; 23-inch con- 
soles at $269.95. In color, longest 
line in company history: 22 
models in two series, starting at 
$495.95 going to $1,500 for home 
entertainment unit. New B&W 
features: ““Magic-eye” automatic 
brightness control in 12 models 
and non-glare bonded tube in 14 
models. Non-glare tube also in 
Mark Series color units. 


SYLVANIA: Seventeen new TV 
models, starting at $179.95 for 
19-inch portables to $699.95 for 
home entertainment center. 
There’s also an open-list table 
unit and a carry-over 17-inch 
portable model. Complete line: 
Single 19-inch portable; three 
19-inch tables (first list $189.95) ; 
a 23-inch table at $239.95; 10 
23-inch consoles starting at 
$269.95 and two home enter- 
tainment units beginning at 
$599.95. New features: Trans- 
former-powered chassis in all 
23-inch sets is getting big play. 














“I remember years ago when all we'd say to make 
a sale was ‘listen to that beautiful tone. 


x” 











ZENITH: Forty-two basic receiv- 
ers including one TV-phono and 
four TV-phono-radio console 
combos. B&W TV prices range 
from $169.95 for a 19-inch port- 
able to $850 for a 23-inch TV- 
stereo-radio combo. The 19-inch 
portables go to $209.95. New 
“Decorator Convertible” series 
starts with a 19-inch set for 
$229.95. Next is 23-inch table 
set for $199.95, going to $249.95; 
23-inch consoles $279.95 to 
$349.95. TV-stereo 23-inch is 
$525, and 23-inch TV-stereo- 
radio $599.95 to $700. 
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MORE SPECS 


SPACE HEATERS come in for close 
study next week as part of the exclu- 
sive EM WEEK series of spec sheets 
and “‘How to Sell” booklets. Here are 
the details you’ll need to show your 
customers just how good your line 
really is. 
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‘new products 


motorora ANNOUNCES 1962 TV AND CLOCK-RADIO LINE 


Motorola’s 1962 line of TV models 
includes 4 combination stereo TV 
sets, 12 19-in. sets and 18 23-in. mod- 
els. 

Featured in the line is a picture 
optimizer control that allows the 
viewer to pick the picture preferred 
from a crisp, contrasty, B & W to 
a softer more diffused image. 
Convertible styling is used to create 
from 1 basic 23-in. unit, 3 com- 
pletely separate swivel consolettes. A 
“furniture frame top” plus different 
furniture benches transform the 
basic unit into 3 different styles of 
swivel consolettes. 

An improved remote control is 
featured in 23-in. models, which is 
coupled with an entirely transistor- 
ized remote receiver that offers tran- 
sistorization reliability. All remotes 
are 4 function units that turn the 
set on-and-off, mute the _ sound, 
change channels and adjust volume. 
While changing channels, the remote 
shuts off sound and picture to elimi- 
nate sound explosions from speaker 
and flashes on screen. 

Improved sound is featured with mul- 
tiple speakers in most consoles. Hand 
wired horizontal chassis are univer- 
sal; all 23-in. sets deliver 23,000v 
picture power and 200v video drive. 

The 19-in. models include an auto- 
matic, wireless remote control com- 
pact table model and 5 compact thin 
consoles in Harbinger series; also a 
19-in. battery operated portable set 
and a tube type portable. Leader in 
this line is No. 19T11, compact table 
model with a handle magic mast an- 
tenna. It is also available with a 
wireless remote control. 

Harbinger series offers a compact 

valnut lowboy console in walnut; a 
walnut or mahogany swivel console; 
an Early American swivel; a Danish 
and an Early American upright. 

Table model 23T4 leads the 23-in. 
model; No. 23C10, convertible comes 
in mahogany, walnut, biscayne wal- 
nut, or cherrywood with optional 
brass screw-on legs. A _ furniture 
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frame top with matching swivel 
bench converts this model to Italian 
provincial style or modern contem- 
porary. By adding a galley rail pic- 
ture frame and matching Early 
American swivel base it becomes 
American Colonial. Other 23-in. sets 
include swivel consoles, upright con- 
soles, lowboy consoles and Early 
American versions in all styles. 

The 23-in. remote control line 
starts with No. 23T8 in a hardboard 
cabinet with grained finish of ma- 
hogany, walnut, or cherrywood. 
No. 23C11 is a contemporary remote 
control consolette in grained walnut, 
mahogany, cherrywood, biscayne wal- 
nut. No. 23C10 is convertible into an 
Italian provincial, modern contem- 
porary, or Early American console. 
No. A23K67, wireless remote upright 
and A23K68 wireless remote lowboy 
completes the line. 

Drexel groupings of Declaration, Tou- 
raine, Profile, and Triune, Dutchess 
County and Projection are also avail- 
able. No. 23K70 is Danish contem- 
porary with hidden controls behind 
cane grillework on either side of 
picture. No. 23K71, Italian provincial 
has controls hidden behind a drawer 
type door; Drexel cabinetry is simple 
and understates the currently popu- 
lar Italian flavor. 

Four stereo theaters that combine 23- 
in. TV sets with 4-speed stereo hi-fi 
plus optional AM-FM multiplex radio 
top the line. In 3 models AM-FM 
tuners are available as optional ac- 
cessory; the 4th has a built-in AM- 
FM tuner. 

No. 23SF5, contemporary, comes 
in mahogany or walnut. No. 23SF6, 
also contemporary, has sliding doors 
over screen and Vibrasonic for re- 
flected sound energy in its stereo 
hi-fi system. No. 23SF7 is the same 
in Early American. Carved sliding 
doors cover the face of the TV screen 
when not in use. 

An all-transistor clock radio with bat- 
tery-operated timing mechanism is 
featured in the new line of 8 clock 


radios. No. CX1 has a chassis with 
6 transistors, 2 diodes and 1 therm- 
ister; front cover has a gold plate 
which serves as an area for engrav- 
ing; clock timer mechanism operates 
for about 2 yrs. on a single mercury 
penlight cell, and is accurate to plus 
or minus 2 min. a week. The radio’s 
transistor chassis operates on its 
own battery providing 160m power 
output with a battery life in excess 
of 100 hr.; a pillow speaker and glove 
leather carrying case are optional 
accessories. 

No. C15, leader in the clock radio 
line comes in white and turquoise, 
has 5-tube chassis with easy-to-read 
clock mechanism. No. C16 in pink, 
green or white has Laze-Alarm re- 
peat call. No. C17 has luxurious trim, 
a full feature clock mechanism with 
wake-up-to-music, sleep switch, which 
turns radio off automatically, and an 
appliance outlet; comes in pink, tur- 
quoise or brown polystyrene. No. C18 
has thin-line styling in white and 
brown, green and olive, or 2-tone 
blue and a full feature clock. C19 
has rheostat controlled illumination 
of clock face; 2-tone styling in white 
and charcoal, 2-tone blue and 2-tone 
pink. No. C20 has push-pull audio 
system; pushbutton controls for ra- 
dio and clock mechanism; illuminat- 
ed slide rule dial and 2-toned accents 


AM-FM CLOCK RADIO NO. BCI 
$ = * 
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in white and charcoal, 2-tone blue 
and 2-tone pink. 

BC1 AM-FM clock radio has afc, a 5- 
in. speaker for high performance and 
a full feature clock timer that also 
controls an appliance outlet on the 
finished back of set. Clock and face 
area has control knobs with metal 
inserts and luminous clock numbers 
and hands. No. Bl, an FM only set 
in white and jade has 6 tubes plus 
rectifier, plated circuit chassis, ver- 
nier tuning with large, easy-to-read 
dial, FM line cord antenna and 5-in. 
speaker for high tone quality. It also 
features afc and a radio detector 
which eliminates practically all noise. 
No. B-2, combination AM-FM has all 
features of B-1 plus a 7-tube plus 
rectifier circuitry; a large calibrated 
dial and inset controls; antique 
white, olive or mocha polystyrene. 
Deluxe B-3 has 2 tap loudness con- 
trol; variable tone control; 9 tubes 
plus rectifier; 6-in. speaker; in- 
creased sensitivity for fringe area 
operation; push-pull audio system 
and increased wattage output; white, 
or smoke polystyrene cabinets. 
Prices, 19-in. TV sets, from $169.95 
to $275; 23-in. remote models $195.95 
to $369.95; stereo TV theaters, $499.- 
95 to $825. Clock radios from $19.95 
to $75. Motorola, Inc., 9401 W. Grand 
Ave., Franklin Park, Ill. 


BATTERY OPERATED CLOCK RADIO NO. CX! 
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OLYMPIC 1962 TV 
Phono And Radio Lines 


The 1962 Olympic line includes 22 
basic black and white TV models and 
a new “lowboy” color console. The 
black and white sets include a 19-in. 
portable with a 3-hr. shutoff timer; 
three 23-in. table models; seven 23- 
in. consoles, including one with a 
swivel base, and 11 combination 
radio-TV-phono models. 

Ten of the radio-TV-phono com- 
binations offer the “‘all-at-once”’ fea- 
ture: a sound controlkcenter which 
permits playing all 3 forms of enter- 
tainment in different rooms simul- 
taneously from the single unit: regu- 
lar telecasts in 1 room, radio recep- 
tion in a 2nd room, and phono trans- 
mission in a 3rd, all at the same 
time. 

Every model with FM radio comes 
complete with necessary circuitry for 


OLYMPIC 23-IN. AM RADIO AND COMPLETE 
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FM stereo reception. No adapters or 
plug-in units will be required in the 
new models. “Stereoplex,’”’ Olympic’s 
name for multiplex, is included in 
10 basic radio-phono-TV combina- 
tions and 3 new radio-phono consoles. 

The Stereoplex adapters will also 
be completely self-contained for use 
in previous Olympic models. Cir- 
cuitry contained in new models, as 
well as the FM Stereoplex adapters 
will contain all deluxe features to 
provide full reproduction of FM 
stereo broadcasts. 

A complete line of 6 portable phonos 
was also announced, plus a new 
portable radio-phono model No. 
MRP-11. 

The portable radio line has the addi- 
tion of an AM-FM transistor porta- 
ble, an AM-FM-SW transistor port- 
able, plus a miniature 6-transistor 
portable. 

Portable 19-in. Thinline models 
come in ivory, charcoal, flame, blue 
or sand. Table and console sets come 
in mahogany, blonde or ebony; some 
walnut models. Maple and cherry 


STEREO COMBINATION 
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finishes in some Custom models. 
Prices, portable TV, open; table TV 
from $189.95 to $259.95; consoles, 
$249.95 to $379.95; color consoles 
$675 to $715; combinations $329.95 
to $790; optional AM-FM Stereoplex 
radio for models 3K116,7 and 3K325, 


OLYMPIC COLOR CONSOLE CL 106 
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11 TRANSISTOR RADIO, NO. 1100 


$60; optional AM-FM_  Stereoplex 
Simulcast radio for models 3K326 
through 3K538, $70; portable phonos, 
$17.95 to $69.95; portable radios, 
$69.95 and $79.95. Olympic Radio & 
TV Div., The Siegler Corp., 34-01 
38th Ave., Long Island City 1, N.Y. 





TOSHIBA Transistor Radios 


Toshiba announces 3 new transis- 
tor radios—No. 8TM41, 8-transistor 
portable; 6TP31, a “shirt-pocket” 
6-transistor radio; and 7TP21, “Jewel 


TOSHIBA PORTABLE 8TM4! 


Case” with 7 transistors. 

No. 8TM41 portable has 8 transistors 
and 2 diodes; high ratio vernier tun- 
ing, high-low tone control switch, 
output-input plug; jack for micro- 
phone or phono input, and a built-in 
and external antenna. 3-3/16x6-9/16x 
13% in.—in blue with gray and gold 
grille. Operates on 4 penlite batter- 
ies. Complete with batteries, ear- 
phones and leather case, $44.95. An 
a-c converter for household current, 
$7.95 extra. 

No. 6TP31 “Shirt Pocket 6” operates 
on 3 penlite batteries, 1 diode and 
6 transistors. Mercury batteries may 
also be used. Vernier tuning and a 


21%, PM speaker, full vision dial, 
push-pull output and earphone jack 
highlight this model. 415x23/16x 
1-5/16 in. Complete with batteries, 
earphone and leather case, $24.95. 
No. 7TP21 7 transistor radio has a 
jewelled metal case, 344x2'%x1 in. 
Operates on 2 penlite or 2 mercury 
batteries. Featured is a hinged alu- 
minum door on back for access to the 
batteries. Earphone jack, 2-in. PM 
speaker and 2 drift transistors are 
features. $37.95 complete with bat- 
teries, earphone, metal jewel case 
and leather carrying case. Toshiba 
Radios, Transistor World Corp., 52 
Broadway, New York 4, N. Y. 

















TOSHIBA MINIATURE 7TP21 
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PANASONIC Radios 


All Matsushita radios are now 
called “Panasonic.” No. T-7, 6-4/5 
oz., has 7 transistors, 2 diodes; T-59 
9 transistors, 1 diode. T-13 (6 tran- 
sistors, 1 diode, 81% oz.) and T-50 
(6 transistors, 2 diodes) are pocket 
portables. No. T-35 AM-FM portable 
has 2 speakers, 10 transistors, 7 
diodes. Features dial light, afc, wood 
cabinet. 748 and 782 are AM-FM 
table models. 720 AM-FM clock radio 
has Telechron movement. 

No. T-22 (8 transistors, 2 diodes), 
No. T-70, No. T-41 and No. T-66 are 
2 and 3-band models. 

Prices: T-7 $29.95; T-59 $39.95; T-13 
$24.95; T-50 $29.95; T-35 $99.95; 
748 $39.95; 782 $69.95; 720 $49.95; 
T-22 $54.95; T-41 $49.95; T-70 
$59.95; T-66 $74.95. Matsushita 
Electric Corp., 41 E. 42nd St., New 
York 17, N.Y. 





MUNTZ TV 


Muntz announces a new remote 

control TV set which is operated by 
a sonic, fully transistorized, remote 
control unit. 
No. 23 RCM can be operated either 
manually or by 2 push buttons on 
the remote control unit at distances 
of up to 30 ft. 

One button pre-selects the channel 
regardless of whether the set is in 
operation while the other turns the 
set on or off. It also can be used to 
adjust the volume to one of 3 differ- 
ent levels. 

This 23-in. set has a special circuit 
relay which prevents high frequency 
sounds, such as auto horns or dog 
whistles, from operating the set. 
This special feature is incorporated 
in the remote control unit. 

The set, 13 in. deep, is narrow. 
With hand-wired chassis and pre- 


focused picture tube, the set may be 
obtained in 3 finishes. It is available 
in walnut, mahogany, and blond oak. 
Muntz TV, Inc., 1000 Grey Ave., 
Evanston, Ill. 
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THIS NATIONAL SYSTEM pays for 
itself in less than two years. 





PERGAMENT DISTRIBUTORS, INC., is the largest Long Island, N.Y. 
chain of paint, wallpaper, floor covering and electrical supplies. 


LOUIS PERGAMENT, PRESIDENT 
of Pergament Distributors, Inc. 


“Our Salional System i 
returns V1 % annually on our investment!”’ 


—Pergament Distributors, Inc., Westbury, N.Y. 


“We can speak as experts on the effi- 
ciencies of the National System. We 
use two National Accounting Machines 
in our home office and operate 50 
National Cash Registers daily in our 
26 stores. 

“As a large supplier of paint, wall- 
paper, floor coverings and electrical 
supplies, we must have fast, accurate 
records at all times. Our profits depend 
on it! National Registers provide us 
with departmental figures, printed cus- 
tomer receipts, and a complete accurate 
sales control. 

“Our two Accounting Machines 
handle all accounts payable, inter-com- 
pany distribution journals, cash dis- 
bursements and payroll analysis. In 


fact, any accounting problem we have 
is quickly solved by our System. As a 
result, we have the finest management 
control possible. We have used and in- 
vestigated other methods, but for our 
purposes none can compare with 
National. 

“Our National System returns 71% 
annually on our investment. We can’t 
think of a better investment for im- 
proving all merchandising operations.” 


Kine laggwant 


President 
Pergament Distributors, Inc. 


THE NATIONAL CASH REGISTER COMPANY, pvayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
many time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly through savings, 
then continue to return you an extra 
regular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask about the National 
Maintenance Plan. (See the 

yellow pages of your phone 

book.) 


*TRADE MARK REG. U. S. PAT. OFF. 


Walional* 


- ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ELECTRONIC DATA PROCESSING 
acer paper (No Carson Require) 
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ZENITH Navigator Radio 


Zenith announces the Royal 790 
Super-Navigator, a 3-band all-tran- 
sistor portable radio. The self-pow- 
ered receiver is engineered for use in 
emergency navigation for homing and 
eross-bearing orientation on stand- 
ard, LF, or CG stations. 

The Super-Navigator weighs only 5 lb. 
6 oz. with batteries. It has a tuned 
RF stage with 3-gang condenser, IF 
ceramic filter, 4-in. Alnico 5 speaker 
and push-pull audio. An earphone 
attachment is optional. Wavemagnet 
antenna and a NAV switch produce 
a sharp “null”.for homing or-cross 
bearing. An azimuth scale on-top fa- 
cilitates reading of bearings. The 
addition of a beat frequency ostilla- 


tor equips the set for many amateur 
code short wave transmissions. Six 
“C” type flashlight batteries operate 
the-set up to 300°hr. Suggested price 
is $99.95 less batteries. Zenith Radio 
Corp., 6001 W. Dickens Ave., Chi- 
cago 39, Ill. 


ZENITH Clock Radios 


Zenith announces 2 new clock ra- 
dios with built in “memory”: The 
Awakener and Morning Star. 

Just set the radio or buzzer alarm 
once—then forget it. It awakens you 
each morning without nightly reset- 
ting. A new “Holiday” control can 
be set to allow you to sleep late. 

Both models are designed for AM 
reception and include 4-in. speakers 
and automatic volume controls. A 
new 1l-hour sleep switch may also be 
used to turn the radio on and off. 
The Morning Star has an appliance 
outlet, a tuned RF stage with 3-gang 
condenser, plus a filter-magnet an- 
tenna to reduce noise. A slide-rule 
dial scale permits easier tuning. Both 
sets have quiet electric clocks with 
luminous hands and sweep second 
hand. 


Plastic cabinets come in four color 
combinations. The Awakener has 
clove brown and antique white, ivory, 
dark and light willow green, and 
beige and white finishes. Morning 
Star comes in ivory, charcoal brown 
with antique white, or charcoal green 
with ivory tones. 

Price: Awakener $39.95 and Morning 
Star $49.95. Zenith Radio Corp., 6001 
West Dickens Ave., Chicago 39, Ill. 





CLAIRTONE-BRAUN Radio 
and Stereos 


Clairtone announces a German- 
made transistor radio and stereo 
phono line, Clairtone-Braun. 

No. SK-6 is an AM-FM short wave 
radio-stereo record player. 


White 


plastic finish on metal, elm sides. 
23x95¢x11% in. 

No. T-22 transistorized AM-FM-short 
wave radio. Portable, 9 transistors 
and 5 diodes. 1154x84x334. 

Atelier 11, combination AM-FM short 
wave radio-stereo record player. 23x 
11x11% in. Elm sides, wood with 
white plastic finish. 2 external speak- 
ers. 

T-23, same at T-22 but not FM. 

T-4 transistorized AM short wave 
pocket radio. 5%x312x1'% in. 

LO-1, separate speaker with 15 ft. 
extension, stereo connection to SK-6. 
L-11 speaker enclosure houses 3 
speakers (1 med. base, 2 tweeters). 
Used with Atelier 11 or TS-4. 
Prices: SK-6 $189.95; T-22 $119.95; 
Atelier 11 $259.95 ; T-23 $94.95; LO-1 
$19.95; L-11 $69.95. Clairtone Sound 
Corp., 118 Rivalda Rd., Weston, On- 
tario. 





OSBORNE Transceiver 


Osborne announces Duo-Com 120, 
1 watt, all-transistorized, portable 
transceiver, 28 oz., rechargeable bat- 
tery pack. Osborne Elec., 13105 S. 
Crenshaw Blvd., Hawthorne, Calif. 


BELL Transistor Radio 


Bell announces the Futura Malibu 
3-transistor radio. It operates on 9v 
battery, has a plastic body, earphone 
and volume control. Price $14.95. Bell 
Products Co., St. Louis 8, Mo. 





~ Jack Paar is Selling 
DOMINION 


Hair Dryers... 


Are you? 


The Jack Paar Show « NBC-TV 
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CASWELL SPEARE pus tisHEeR 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645.N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 








EASTERN HOUSEWARES BUYERS 


EVERYTHING NEW 


in housewares merchandise— 
ready for your fall and holi- 
day buying. Just a single NEW 
item will make it profitably 
worthwhile for you to attend 


Attend 
EASTERN 
Housewares 
SHow 


a true housewares show for the 


in its number one market 


NEW YORK COLISEUM 
AUGUST 7-10, 1961 


SPONSORED BY 


industry .. 


DEPARTMENT OF COMMERCE & 
PuBLIC EVENTS, 
THE Ciry oF NEw York 
* 
EASTERN HOUSEWARES SHOW 
28 East Jackson Boulevard 
Chicago 4, Illinois 
Phone: WEbster g-og80 
* 
New York Office: 75 East Fifty Fifth St. 
New York a2, N. Y. 


Phone PLaza 5-1123 


Hall-Erickson, Inc. 
(formerly A. B. Coffman Associates) 
Show Managers 
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~ There’s business out there. 


You’re looking at more than a horizon. It’s a future, yours 
and America’s. Out there is Europe and Latin America and 
Asia and Africa. But in 1960, of all U.S. manufacturers, less 
than 5% saw these foreign shores for what they are worth: 
a 19-billion-dollar export market, a vast source of foreign 
trade. 

Move in for your share. Build your business and help 
keep America growing. Extra production creates more jobs, 
helps balance the outflow of gold, and wins new friends 
abroad with U.S.-made products. 

Even if you’ve never sold overseas, you have a rare op- 


portunity to start— now. Your U.S. Department of Commerce 
will help with counsel by-experts on what, where and how to 
sell—with data on credits, payments and financing. A pack- 
age of invaluable know-how is yours for the asking. 

Now’s the time to discover the many ways in which your 
business can grow. In the lucrative export markets. In new 
U.S. markets. In developing new products. In attracting new 
industry to your community. Just write or phone the U.S. 
Department of Commerce Office of Field Services in - aN 
your city, or Washington 25, D.C. They are ready to i A) 
help you grow with America! = 


NOW’S THE TIME TO GET GROWING IN A GROWING AMERICA! 
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What Makers 
Are Offering 


CONTINUED FROM PAGE 3 
Magnavox—adapter; $30; Sept. 15; 
$269.95. 


Majestic-Grundig—adapter; $50; in 
stock; $199.95 for table models, 
$339.95 for consoles. 


Motorola—adapter, $29.95; Septem- 
ber; $329.95. 


Olympic Radio and Television—adapt- 
er; $30; Aug. 1; $249.95. 


Philco—adapter; less than $50; late 
September; $199.95. 


Pilot Radio Corp.— “multiplexer” ; 
$49.95 and $79.95 for device which 
automatically shifts to stereo when 
a station is broadcasting it; Aug. 1; 
$595. 


Radio Corp. of America—adapter; 
$29.95; before Labor Day; $269.50. 


Stromberg Carlson—‘‘sub chassis” ; 
$35-$50 ; September; $279.95. 


Symphonic Radio and Electronics Corp. 
—adapter; $30; $189.95. 


Videola-Erie Corp.—adapter; $39.95; 
September; $329.95 console, $229.95 
table model. 


V-M Corp.—adapter: $45; early fall; 
$298. 


Webcor Sales Co., Inc.—adapter; 
$39.95; early September; $195. 


Westinghouse—“‘accessory” ; 
early September; $199.95. 


$39.95 ; 


Zenith—no adapters; drop-in FM 
stereo tuner at $100 available in 
early September. 


What Imports 
Were Shown 


CONTINUED FROM PAGE 3 

processed aluminum screen which is 
54 inches wide. Deliveries may start 
in November. 





FM multiplex was drawing importers’ 
attention. And at least one was won- 
dering if any AM-FM radio over $60 
list could be introduced without an 
adapter jack. 

At active Delmonico, both Japa- 
nese and German-made adapters 
were ready for radios and console 
merchandise. The company will be 
offering three FM stereo table radios 
—two German and a self-contained 
Japanese AM-FM model which prob- 
ably will sell for under $100. 

Delmonico’s Kabat expects Japa- 
nese converters to retail between $15 
and $18, Germany’s for $20. 

Majestic International was 
with FM stereo, said Vice President 
Jenkins, throughout the console line 
and in two table model radios. The 
adapter adds $50 at list to all mer- 
chandise. 

Saba had an adapter ready for its 
German-made line of table radios, 
but had no price yet. 

Selfry Products, Inc., which han- 
dles the West German-produced Kuba 
line, is ready to go with a $30 list 
FM stereo, too. Matsushita introduced 
an AM-FM $99.95 transistorized 
portable with a multiplex jack. 
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HOW’S BUSINESS? Here’s the answer for 26 key markets which 


cover 15% of the U.S. buying public. Based on flash reports of 
dealer sales in the areas served by these utilities, the chart pro- 
vides you with an authentic, timely index of retail sales. It’s an 
ELECTRICAL MERCHANDISING WEEK exclusive. 
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United Illuminating Co. 

N. Y. State Elec. & Gas Corp. 
Jersey Central Power & Light 
New Jersey Power & Light Co. 
Philadelphia Elec. Assoc. 
Pennsylvania Elect. Co. 

West Penn Power Co. 
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Dayton Power & Light Co. 
Centrai Illinois Public Service 
Kansas Gas & Electric Co. 
Kansas Power & Light Co. 


Nebraska-lowa Elec. Council 


IN THE SOUTH 
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11 
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18 
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Chattanooga Elec. Power Bd. 
Nashville Elec. Service 
Florida Power & Light Co. 
Florida Power Corp. 

Tampa Electric Co. 


IN THE SOUTHWEST 
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Dallas Power & Light Co. 
Gulf States Utilities Co. 

El Paso Electric Co. 
Southwestern Electric Power 
New Orleans Public Service 


IN THE WEST 
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Idaho Power Co. 

Pacific Gas & Electric Co. 
Pacific Power & Light Co. 
Washington Water Power Co. 
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May 1961 vs. May 1960 
5 Mos. 1961 vs. 5 mos. 1960 
0 No Change * = Not Available 
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How Were May’s Sales? 


Appliance sales, anything but good 
through the first four months of the 
year, continued their sluggish ways 
into May. With 26 of the nation’s 
leading utilities reporting their area 
sales figures, the final results indi- 
cated no dramatic change in the buy- 
ing habits of the American consum- 
er. Of the nine major appliances 
charted, only three—washers, dish- 
washers, and television—made gains 
over May of a year ago. Three others 

ranges, water heaters and dryers 

just about kept pace while refrig- 


erators, freezers and air conditioners 
fell below the 1960 reading. 

Sales analysts have been hard put 
to explain the failure of the major 
appliances to pull ahead of last year. 
They point to the confusing statistics 
that indicate disposable income up, 
personal consumption expenditures 
down, employment just about even 
with 1960 and consumer debt down. 
People should be buying but they’re 
not. Promotions, slick advertising, 
and engineering advancement are 
just a few of the things that have 


not stimulated the buyer into putting 
1961 ahead of last year. 

Regionally, the picture is just as 
confusing. On the West Coast, in the 
San Francisco area, sales are up. 
Pacific Gas & Electric reported that 
in May only two items, freezers and 
air conditioners, were off. In the 
Nebraska-Iowa area, and in Connecti- 
cut and New Orleans, sales were up 
in most appliances. These regions, 
however, were the exception as the 
utilities reported sales down in most 
sections. 

With five months already in the 
books, and the summer approach- 
ing, 1961 will need a dramatic rever- 
sal of sales purchases in order for it 
to finish the year on the plus side 
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TAKING STOCK 4 auice to at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 


Re ae 


‘6 Months Weekly 


a quick cHeck or BUSINESS TRENDS 


Latest HOW THEY 
Month COMPARE. 


111 3.48% down 
(April 1961 vs. 
April 1960) 
1.6% down 
(May 1961 vs. 
May 1960) 
1.8% down 
(April 1961 vs. 
April 1960) 


7.2% down 
(April 1961 vs. 
April 1960) 


37.0% up 
(May 1961 vs. 
May 1960) 
5.0% down 
(April 1961 vs. 
April 1960) 


21.2% up 


Year 
Ago 


115 


Preceding 
Month 
FACTORY SALES 108 
appliance-radio-TV index 
(1957 = 100) 
RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 37 30 27 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 



































18.1 17.9 18.4 








Be ee 
Averages of the 54 Stocks 
Listed Below 


325 318 331 








269 274 290 














118.7 125.0 


127.4°* 105.1°* 














PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 28.1+ 27.24 23.7+ 18.6% up 
/ annual rate ($ billions) (Ist qtr. 1961 vs. 
ie Ist qtr. 1960) 
1% EMPLOYMENT 66,778 65,734 67,208 0.6% down 
¥%, (thousands) (May 1961 vs. 
2 May 1960) 


18.0+ 19.2+] 6.3% down 
(4th gtr. 1960 vs. 


4th qtr. 1959) 










































































24 JAN FEB MAR APR MAY MAY MAY MAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY JULY AUG AUG AUG AUG SEPT 
td. ere ee eee Ne oe a ee a ae 


357.14 358.1+ 3470+) 2.9% up 


(Ist qtr. 1961 vs. 
Ist qtr. 1960) 


Stocks and Dividends 
In Dollars 


1961 
High 


Net 
Change 


Close 
July 17 


Close 


Low j| July 10 
NEW YORK EXCHANGE 
Admiral 

American Motors 1.20 
Arvin Ind. 1 

Borg Warner 2 

Carrier 1.60 49 
CBS 1.40B 42% 
Chrysler 1A 48 37% 45/s 
Decca Records 1.20 47'/ 32% 37%, 
Emerson Electric 1BXD 87\/2 50 79 
Emerson Radio .37T 16'/, 11%, 14'/2 
Fedders 1B 25'/, 17V/g 23% 
General Dy. 1 45\/, 32%, 32% 
General Elec. 2 74 60!/, 63/4 
General Motors 2 49/2 405% 44//z 
General Tel & El .76 32! 255 265% 
Hoffman Elec. 2958 16/4 22 
Hupp Corp. .25F 113% 8 8, 
Magnavox 1 96%, 46 923%, 
Maytag 2A 51'/2 36!/, 469, 
McGraw-Edison 1.40 405% 30% 36%, 
Minn, M&M .60 875% 70's 8134 
Montgomery Ward 1 344, 26%, 
Monarch .04 18!/ 13% 
Motor Wheel 1 20!/2 11% 
Motorola 1 100 75'/, 
Murray Corp. 305% 2654 
Norris-Thermador 34% 

i 25\/g 

6558 

43/2 

23'/2 

233% 


15'/, 105% 12% 
21%, 16!/ 16%, 
28\/, 20 24 

435 35 41% 
32'/, 43/4 
35% 37'/, 


12!/, 
165, 

















Vy *New index being used. Federal Reserve Bulletin (seasonally adjusted). 

1%, **Figures are for week ending July 15, 1961, and preceding week (revised). 
+Figures are for quarters. 

++ Federal Reserve Bulletin figures (revised). 


A QUICK CHECK OF INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


1961 1960 % 
(Units) (Units) Change 


241,700 254,000 4.84 
966,000 922,400 4.13 
45,000 46,600 3.43 
238,700 234,100 1.96 
27,441 29,465 6.87 
234,068 | 270,145 —13.36 
15,231 24,235 —37.15 
121,237 147,363 —17.73 
68,000 67,000 
311,800 | 318,800 
95,000 95,700 
383,100 451,200 
196,337 182,969 
1,239,347 | 1,539,171 
116,603 99,629 
5,251,988 | 5,301,057 
745,616 548,322 
3,449,834 | 3,175,469 
78,142 51,793 
2,878,959 | 3,014,837 
391,467 334,283 
2,151,920 | 2,285,866 
294,300 273,400 
1,332,900 | 1,499,000 
69,400 63,800 
366,500 376,200 
62,200 54,700 
279,200 288,400 
126,800 115,500 
553,700 635,300 
33,300 30,000 
132,800 134,200 
240,866 265,556 
1,356,315 | 1,436,678 
187,010 176,883 





Bese e esses eee 


AIR CONDITIONERS, Room May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
Week July 7 
27 Weeks 
May 
5 Mos. 
Week July 7 
27 Weeks 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 


DISHWASHERS 


‘DRYERS, Clothes, Electric 


Raytheon 2.37T FOOD WASTE DISPOSERS 
Rheem 
Ronson .60 
Roper GD 25!/2 
Schick 14/g 
Siegler Corp. .40B 34 
Singer 

Smith A. O. 1.60A 
Sunbeam 1.40A 
Welbilt .10E 
Westinghouse 1.20 
Whirlpool 1.40 
Zenith 1.60A 


AMERICAN EXCHANGE 
Century Electric 
lronrite .25T 

Lynch Corp. 87T 

Muntz TV 

National Presto .60 
Nat. Un. Elec. (Eureka) 


— 0.73 
—15.09 
+ 7.31 
—19.48 
+17.04 
— 0.93 
+35.98 
+ 8.64 
+-50.87 
— 451 
+17.11 
— 5.86 
+ 1.64 
—11.80 
+ 8.78 
— 2.58 
+13.71 
— 3.19 
+ 9.78 
—12.84 
+11.00 
— 1.04 
— 9.30 
— 5.59 
+ 5.73 


FREEZERS 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 


(excludes auto) 
RADIO RETAIL SALES 


Li +itil 


TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS 


Wha RANGES, Electric, Standard 
Pentron 6 
Proctor-Silex ? 
Republic Trans. % 
Trav-ler Radio Bl/, 


MIDWEST EXCHANGE 
Knapp-Monarch 
Webcor 


Built-in... 


9 
"a RANGES, Gas, Standard 








7%, 
9/4 
A—Also extra or extras. B—Annual rate pius stock dividend. E—Paid last year. F—Payable in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 
cash value on ex-dividend or ex-distribution date. 


Built-in 








on a 





VACUUM CLEANERS 





WASHERS, Automatic & Semi-Auto 


ANALYSIS: A slack in domestic 
business news, coupled with the 
worsening international situation, 
caused the stock market to fall 
off last week. Trading hovered 
around the 2.6 million mark as more 
issues declined than advanced. On 
the EM WEEK chart the story was the 
same as only seven of the key 54 
stocks showed increases over the 


JULY 24, 1961 


week-long trading. The average now 
stands at 317—the lowest it has been 
since early May. Analysts are varied 
as to the direct cause of this sum- 
mer reversal ; however, all agreed that 
the drop in steel production, slacken- 
ing retail auto sales and the Berlin 
erisis are the main causes. Rising 
prices, too, have caused investors to 
move away from the present market. 





Wringer & Spinner 
WASHER-DRYER COMBINATIONS 


WATER HEATERS, 
Electric (Storage) 
WATER HEATERS, Gas (Storage) 





5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 


960,340 
60,894 
259,330 
10,499 
42,575 
55,200 
302,300 
215,600 
1,177,000 








1,020,782 
67,060 
302,829 
9,589 
70,044 
59,200 
313,400 
205,500 
1,099,300 


— 5.92 
— 9.19 
—14.36 
+ 9.49 
—39.22 
— 6.72 
— 3.54 
+ 4.9) 
+ 7.07 








Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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See Daylight Blue TV at your General Electric dealer 
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FREE! 1000 TV sets! 
for "62, unlike any you've ever seen , tog \ 
. =. and the proof is in the picture “>. YOU mayalready 


i i ity record. It's 
it’s priced from abou : haveWON 
ee 19-ineh C: 








sad Hapyy Home usly consider a politi- 
Progress Most Im portent Prochict = safely controlled 
“Macy's ng ‘hieash their legis- 


GENERAL@DELECTICR Sess = ie 
































General Electric sells 





Daylight Blue TV 
in Readers Digest 


...for the best reception 
in 12,500,000 homes 


In the October Reader’s Digest, the General Electric 
Television Department will run an unusual 3-page ad that’s 
bound to produce immediate retail results. It will include 
dealer listings and the announcement of a contest offering 
1000 FREE General Electric Designer TV sets. And it will 
have all the wallop of the Digest’s 12,500,000 circulation. 





Mr. S. M. Fassler, Manager-Marketing of General 
Electric’s TV Department, explains: ‘“‘We wanted a traffic- 
builder approach, with maximum coverage of a responsive 
audience. The Digest will give us double the circulation 
ana exposure of other leading magazines. And people 
have extra confidence in the Digest. 

















“The Digest also lets us include dealer listings by 
regior., switching them from edition to edition.”’ 
Research shows a Digest ad is looked at 60,000,000 
times, compared with about 30,000,000 for other 
general magazines. For about the same money, the 
Digest lets you... 


double your =| es ‘al 
chances-to sell 3 WET le & th 
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